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Newest flooring idea! Entire floor, including steps, in new KENTILE Mosaic Solid Vinyl 
Tile. Color: Venetian Buff. Orange feature strips. Beige Wall Base is Vinyl KenCove®. 


Styled to sell! New KENTILE Mosaic Solid Vinyl Tile 


More reasons why it pays you 
to carry Kentile Floors 
nae on ee as = tet oe Complete line also includes Asphalt Tile, Vinyl 
vinyl cubes, surrounded by translucent vinyl. Greaseproof. Wears long. Aaboties Cok: and Cather Tan. 
Easy to clean. Couples deep dimensional beauty with a smooth surface Famous Kentile guarantee backs each and 


National advertising is creating plenty of customers for new KENTILE 


Mosaic Solid Viny] Tile. For, in each tile, there are hundreds of colorful 


that’s comfortable underfoot. You can get delivery from any of 150 every tile you sell. 
distributor warehouses across the country, usually within 24 hours. On Kentile Sellability Sales Training Program. 
: ‘ Shows how to add extra business without 


this Kentile product—or any other—no need ever to carry big stocks! extra floor space, extra help, or big inventories. 


Facts in detail? Contact your nearest E N ih I EF i 
Kentile® Floors Regional Office shown below. 


d Ave., Brooklyn 15, N. Y. ¢ 350 Fifth Ave., New York 1, N. Y. ¢ 3 Penn Center Plaza, Philadelphia 2, Penn. ¢ 55 Public Square, Cleveland 13, Ohio 
e St., N.E., Atlanta 9, Ga. ¢ 106 West 14th St., Kansas City 5, Mo. ¢ 4532 So. Kolin Ave., Chicago 32, Ill. ¢ 2929 California St., Torrance, Calif. 
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BARRETT | hae ee iiien you need in gypsum boil svcdiiche! 
Fast service - dependable supply - highest quality board - wallboard + Firewall! 


board + insulating wallboard - grainboard - lath and plaster products - Contact 
Barrett for full details. 


Offices in: Birmingham, Boston, Charlotte, Cleveland, New York, Philadelphia. llied 


tTrade Mark of Allied Cher 


BARRETT DIVISION hemical 


40 Rector Street, New York 6, N. Y. 
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AMERICA’S BIGGEST SELLING DOOR... i). 





order now for the fall rush on Aluminum Doors 
SELL variety this FALL SELL for profit this FALL 


More models in self-storing standard and pre-hung designs mean Leave the leaves to slow-pokes. Feather-lite’s lowest prices let 
more chances to sell your fall buyers. Order now! you rake in only profit. Order now! 


SELL quality this FALL SELL doors this FALL with 
Feather-lite makes doors and only doors! Quality is a habit: FREE POSTERS, BANNERS, DISPLAY UNITS! 


All-extruded construction (in our own plant)... full 1-inch by 


22-inch THICK stiles . . . wool pile weatherstripped . . . full- : : 
length concealed hinge .. . drip a header... Tauiboritlloned Contact Feather-lite to help you SELL even more this Fall! 


bottom expander fits all standard size openings (and much, much 
more!) Order now! 


ET cnnwmsnimmcnm (PF ROTELILD TERRITORY 


below plus the details of Feather-lite’s merchandising program. . aes 
| 
Sutedied Combtadtion £3 ftendecd Selb Ghutns WHOLESALERS! DISTRIBUTORS! Choice territories 
. are still open. Use the coupon to get in touch 
] Pre-Hung Combination [) Pre-Hung Self-Storing with Feather-lite . . . fast! 


BMM-9-61 Screen Doors 








i eis MANUFACTURING CO. 


A DEALER [) | AM A DISTRIBUTOR 11710 CLOVERDALE + DETROIT 4, MICH. + WE 3-0064 
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AMERICA’S LEADING MANUFACTURER OF ALUMINUM-COMBINATION-SELF-STORING & SCREEN DOORS 
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COMING EVENTS 
Oct. 2-6—National Hardware Show, McCormick Place, 
Chicago 
Oct. 4-6—Hardwood Plywood Institute, Brown Hotel, 
Louisville 
Oct. 6-7—Northwest Hardwood Assn., 7th Annual 
Meeting, New Washington Hotel, Seattle 
Oct. 8-11—National Institute of Wood Kitchen Cabinets 
—Annual Meeting, Shawnee Inn, Shawnee-on-Dela- 
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Nov. 9-11—National Building Material Distributors : : 
Assn., Palmer House, Chicago “DSC” means Dealer Sales Control, a phrase coined by this 
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gg ota nny ttle — hn tween D. C. methods used today by dealers and wholesalers. It is one of 
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WHAT Ss COMING IN Your OCT. 9th BMM advertising, installation services, sales of new homes or re- 
* Program of events for 8th annual Building Materials modeling packages to builders or consumers 
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NEW! 
QUICK MOUNT CLOSET ROD 


Installs in Seconds... Lasts a Lifetime! 


NEW IMPROVED END-BRACKET 
FOR FAST,EASY INSTALLATION 
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LIFETIME LUSTER 


(adjusts to any closet width— 
quick-mount bracket) 








HAS ITS OWN FASTENERS 
---NO NAILS REQUIRED! 


SPARKLING 
CHROMIUM 


24-KARAT GOLD 


C. HAGER & SONS HINGE MANUFACTURING COMPANY « St. Louis 4, Mo. 
Hager Hinge Canada, Limited ¢« G61 Laurel Street, East, Waterioo, Ontario 


EVERYTHING HINGES ON Hager! ® 
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THE EDITORS’ VIEWPOINT 


Opportunity Beckons 
A NEW COMPONENT ERA 


WO YEARS AGO, in a report, “Prebuilt Housing Will Affect 
Your Business,” this magazine predicted that prefabricated wall 
components would eventually be made by the major building materi- 
als manufacturers. We said that this development would enhance 
the opportunity for lumber and building materials dealers to control 
home building markets. It is a trend which fits well into the “DSC” 
(Dealer Sales Control) management principle advocated by BMM. 
Our prediction is coming true. Component systems are moving 
from research laboratories onto the market. Recent articles in BMM 
have described the Flexponent system of the Johns-Manville Corp. 
and the interior partition component from Masonite. 

In this issue are details of the newest prefabricated component 
system: Spiral-Core interior panels from the National Gypsum Co. 

Another article shows new field tests of the experimental Masonite 
interior panels. You will also see details of a new honeycomb-core 
partition marketed by a California company. 

Wade Hildinger, National Gypsum marketing vice president, de- 
clared that Spiral-Core partition panels will be sold through the com- 
pany’s regular distribution channels—retail lumber dealers and pre- 
fabricators. Hildinger predicts that a substantial number of dealers 
will take advantage of the opportunity to market the new prebuilt 
component. National Gypsum is now working on an exterior wall 
component which will also be sold through established distributors 
if the interior panel is a success. 

We agree with Mr. Hildinger that many dealers are ready for fac- 
tory-made components from major suppliers, providing they are 
well engineered, available and competitively priced. 

Since most of the new components will involve a change in work- 
ing habits for the installers, the units must also be accompanied by 
precise installation data; dealers who market their own components, 
such as Lu-Re-Co panels, know the need to have a man on the job 
to oversee the first new installations for each contractor-customer. 

Most dealers would not have been interested in prefab compo- 
nents a few years ago. But there has been tremendous growth and 
change during the past two years. The growth of package selling, in- 
cluding prefabrication, was one of the main reasons why this maga- 
zine changed its name from American Lumberman to Building Ma- 
terials Merchandiser last January, after 87 years. We are witnessing 
a dynamic change in the distribution segment of light construction, 
and the component trend is a part of it. 

For example, more than 25% of BMM readers now sell roof 
trusses anu prefabed wall panels. This percentage is increasing 
monthly. More than half of BMM readers sell pre-hung doors, 
another basic prebuilt component. 


Although some retailers sell components on an individual basis, the 
trend is to use these components as part of complete house packages. 

The importance of the dealer as a merchandiser of all structural 
units in a house is highlighted by the fact that in a number of mar- 
kets today dealers have found that prebuilt roof trusses, when sold 
as an individual unit, have already gone the way of piece lumber— 
sold strictly on price. There is a lesson here for manufacturers who 
will market components: there should be protected franchises and 
the components should be sold as part of complete house packages. 


Fortunately, most of the new components will be designed to fit a 
(continued on page 8) 





“Here's a book am" 
I think you $< 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


50 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 

To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Fees SS SSS SS SS SS 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe Street 
Chicago 3, Illinois 


Send me _____ copies of 99 Ways 
to Sell at a Profit Against Cut-Price 
Competition."" Money to cover is en- 
closed. 


Name 





Company 





Street. 





City. 





State. 
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Opportunity Beckons—A New Component Era 


(begins on page 7) 








modular building system, which will help the dealer sell complete 
packages. To use one component, a builder will need to buy other 
components to fit the system, from one source. 

* * * * 


We applaud the entry of components by major building materials 
producers. These companies have research and fabrication capacities 
far beyond those available to either dealers or home manufacturers. 

But such technical facilities are of little use if the components are 
not available to builders and through local suppliers. 

And, on the other hand, there is little justification for a dealer to 
completely manufacture big components if his building materials 
producers can do it for him—although some dealers and wholesalers 
will continue to manufacture their own components. 

Here is the trend as we see it today: 

The dealer and home manufacturer will buy factory-made wall 
components from major producers or wholesalers, He will assemble 
these components, fabricate roof trusses and other components and 
merchandise the complete package of building materials. Some deal- 
ers will sell these packages to builders; other dealers will market the 
home packages direct to consumers. (Dealers will simultaneously 
maintain modern retail stores, with complete hardware and related 
lines for pickup sales and home improvement merchandising.) 

This trend is already weil underway. It has been developing for 
many years. The key management lesson is that specifications of 
products are controlled 100% by the dealer-fabricator. One interest- 
ing aspect is that through component packages the established lum- 
beryard becomes a home manufacturer. 

The builder or contractor is relieved of purchasing from a variety 
of suppliers. He can concentrate on merchandising and erection of 
the home package. Through components (as contrasted to produc- 
tion houses) the builder can sell custom designed homes. 


The largest untapped market for new homes today is low-cost 
housing in small towns and rural areas. This is why shell housing is 
rising so fast. Sale of prebuilt components by dealers is the most eco- 
nomical way to develop this growth market. 

We on BMM are proud of the leadership this magazine has taken 
in directing and documenting the prefabrication evolution to com- 
ponent packaging. We are also proud of our work with the Lumber 
Dealers Research Council, which has pioneered the fabrication con- 
cept for dealers, as reported elsewhere in this issue. Art Hood, 
former BMM editor and currently our management consultant, was 
one of Lu-Re-Co’s founders. 


Raymon H. Harrell, executive vice president, Lumber Dealers Re- 
search Council, recognizes that dealers can benefit from producer- 
fabricated components. 

“We can set up a lumber dealer’s fabrication plant more efficient- 
ly if we know that he will use manufacturer factory-made compo- 
nents in his house packages,” Harrell told us last month. 

* + * 


The success of wall, partition, floor, ceiling and roof components 
from building materials producers will be determined by their mar- 
keting pattern. Many dealers and wholesalers will undoubtedly pre- 
fer to make their own units, rather than buy them already fabri- 
cated. But every BMM reader should carefully study the new pre- 
fabricated systems which will be increasingly available as residen- 
tial construction enters a new component era. 


—THE EDITORS. 
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PRO FITABLE 


IDEAS 


FROM DOUGLAS 


FIR PLYWOOD 
ASSOCIATION 


Here are five proven ways to increase 
your plywood sales volume—from selling 
a special new farm panel to prefabbing 
toothouses. If these dealers’ sales suc- 
cess stories give you any ideas for your 
own business, DFPA will be glad to help; 
see the coupon on the next page. 
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{continued from preceding page) 


Dealer’s store showcases 
plywood construction 


Pine Lumber & Supply's new store in 
Detroit is a profitable demonstration 
of new, logical ways to use plywood and 
plywood components. The eye-catch- 
ing roof is a series of vaults, made of 
curved stressed-skin plywood panels. 
They're supported by plywood box 
beams, spanning 40 ft.—dramatic proof 
of plywood’s strength and stability. Co- 
owners Chester Koppy and Reynold 
Berti say the store design is a real 
busihess-getter. “Builders and archi- 
tects! are especially interested in the 
vaults and beams, and they’ve been 
responsible for a lot of plywood sales.” 


Massachusetts dealer finds 
profits in packaged homes 
When O'Connor Lumber Co., West- 
field, Mass., shifted market sights from 
individual home buyers to builders, 
profits started rising. Now O’Connor 
does business with about 50 builders, 
assembling and selling packaged ply- 
wood homes. Customers get a choice of 
about 30 different models. Alfred La 
Londe, who heads up this end of the 
business, says the system cuts a third 
off normal building time, and its addi- 
tional cost to the builder is absorbed 
by lower labor costs and absence of 
waste on the job. He uses standardized 
materials: for instance, all plywood 
(for roof sheathing, walls, floors) is 4%” 
PlyScord, though this exceeds local 
code and FHA requirements. This is a 
quality talking point for home buyers. 
O'Connor supports builders’ open 
houses with newspaper, radio and tele- 


PROFITABLE 


IDEAS 


FROM DOUGLAS 


FIR PLYWOOD 
ASSOCIATION 


Lehigh Lumber Co., Allentown, Pa., 
started prefabbing garden tool houses 
for customers who halked at “doing-it- 
yourself.” Result: a booming little 
business that returns a 40 percent 
profit to Lehigh on each $169.50 tool- 











Ag-Ply: profitable new panel 
for farm construction 


Plywood research has come up with a 
rugged new all-purpose farm construc- 
tion panel: Ag-Ply. It gives you a new 
source of high-profit sales. Ag-Ply was 
specially researched and developed by 
DFPA engineers to meet farm needs. 
It has been thoroughly tested in 
DFPA’s laboratories to make sure it 
will stand up to hardest farm use. It 
has a price and performance edge over 
all competitive products. You can rec- 
ommend it for any general-purpose 
farm application: barn sheathing and 
siding, walls, ceilings, bins, feeders, 
small portable buildings. It’s the panel 
to push when your customers want 
strongest—and simplest —construction 
at lowest price. Ag-Ply is made with 
100% waterproof glue, the same as in 
marine plywood. It’s available in all 
standard sizes and thicknesses. Like 
all DFPA grade trademarked plywood, 
it’s backed by DFPA’s rigid quality 
control program. 

DFPA promotion and national ad- 
vertising are pushing Ag-Ply demand 
up fast. You can get a complete sales 
kit, including mailers to pre-sell your 
customers, mobiles, signs, displays and 
sales booklets. If you aren’t stocking 
and selling Ag-Ply now, send the cou- 
pon at right for more information. 
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Be sure you always specify 
DFPA trademarked plywood 


It’s good business to look for the DFPA 
grade-trademark on every panel. It 
means, first, quality plywood, backed 
by a rigid, industry-wide quality con- 
trol program. When you stock and sell 
only DFPA trademarked fir plywood, 
your customers keep coming back be- 
cause they know they can depend on it. 
Second, the DFPA trademark stands 
for the Douglas Fir Plywood Associa- 
tion’s $6-million-a-year promotion pro- 
gram. Through advertising, field pro- 
motion and research into new and bet- 
ter ways to use plywood, DFPA keeps 
customers coming into your store and 
your plywood sales on the rise. Insist on 
the DFPA trademark on every panel. 
It’s always a profitable idea. 
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DFPA has sales aids and infor- 
mation to help you build your plywood 
business. Booklets—envelope stuffers— 
counter displays—construction plans— 
just send in the coupon, and we'll see 
that you get complete lists and descrip- 
tions of all available material, on the 
subjects you’re interested in. 





a Fir Plywood Association 
Tacoma 2, Washington 


Please send me a list of sales aids and in- 


formation to help me sell more plywood. 
I'm interested in: 


0) Ag-Ply 
() Do-it-yourself 


() Components 
[] Farm Construction 
Name 
Company 
Address 
City... 
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We'll bet you a shiny silver dollar that you can’t name an important, needed product 
or accessory for metal or gypsum lath walls that we can’t furnish. Just call your Gold Bond 


Representative. Leaf through his book. If the need you name isn’t 


covered there, you’re a dollar ahead. If it is, you’re ahead anyway. 
You can’t beat Gold Bond, because Gold Bond” is the pacemaker of: Gold B ond. 
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the building industry. National Gypsum Company, Buffalo 13, N. Y, 





Building Materials 
Merchandiser 


New Developments 


mT 








HVLCUOVA A EAUED EE AL AET OTT 


"RETAIL LUMBERYARDS ARE TAKING THE LEAD IN THE HOME REMODELING MARKET, 
shell housing and build-on-your-lot operations." That is 
the direct quote from an independent building industry 
observer, a prominent shelter magazine editor, Edith 
Brazewell Evans, of Living for Young Homemakers. 


Reporting on a recent National Assn. of Home Builders meeting 
in Seattle, editor Evans wrote: "Build-on-your-lot meetings 
attracted top crowds, but the answer here was the same as in 
remodeling: builder-lumber dealers are already in the business, 
whereas the operative or ‘merchant’ builder is still examining 
the potential." 














In addition to remodeling, shell and custom building, building 
materials merchants are rapidly dominating the component 
fabrication and brand prefab house industry, together with 
home manufacturers. Proof is shown in articles elsewhere this 
issue. 





Here we see the results of"DSC" -=- Dealer Sales Control -- as 
advocated by BMM. The future is indeed bright for dealers who 
learn these management and selling techniques, which are 
documented from the field in every BMM issue. 


NEW TYPE OF BROAD-LINE WHOLESALER SPECIALIZES IN BUILDER SALES. United 
Wholesale Building Supply, Plainfield, N. J., launched in 
January of this year, already expanding with four branches to 
cover northeastern states! 


United concentrates on building specialty items. It is a type 
of regional distribution organization which could increase in 
number, Similar to the growth of cash-and-carry yards in recent 
years. 








Significant point: The word "wholesale" in United's name 
connotes a builder sale, not sales to dealers. In United's 
view, the retailer sells to the ultimate consumer; the whole- 
saler sells to builders (who in turn are retailers of houses). 
Watch this one. Complete details of the United operation in 
October issue of this magazine. 





UNIT=LOAD SYSTEM FOR RED CEDAR SHAKES has been created by John Hallinan, 
Portland (Ore.) wholesaler who has pioneered stakeless 
"floating" flatcar lumber shipments as well as unitized 
boxcar loads. The "Shakepack" project is a joint development 
of Hallinan and Jim Jackson, Jackson Shake Co., Moclips, Wash. 





Hallinan recently aired his views about the need for more 
lumber unitized shipments at a committee conference of 
manufacturers, wholesalers and retailers sponsored by the 
National Retail Lumber Dealers Assn. He will exhibit his 
loading systems at the NRLDA Exposition in Chicago, Nov. 4-7. 








Turn page fer continuation 
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NEW DEVELOPMENTS. ‘esins on pase 13) 


GOVERNMENT HAS DEVELOPED PLANS TO CONTROL PRODUCTION AND MATERIALS in the 


DOUGLAS FIR 


event of a limited war, according to Director James M. Owens of 
the Business and Defense Services Administration of the Commerce 
Department. 


In a letter to the National Lumber Manufacturers Assn., Owens 
said that there are a series of "standby" orders which can be 
quickly issued to "avoid a scramble for materials in the 
civilian markets." 











PLYWOOD ASSN. SHOWS DEALERS HOW TO TIE IN WITH TV -- 

Retailers often complain that manufacturer money on television 
or other national consumer advertising is a waste because 

there is no local tie-in. DFPA has listened to dealers on this 
matter and has come up with a complete tie-in kit for DFPA'S 
David Brinkley's Journal, weekly TV show. 








The kit contains counter display of a simulated TV set with 
Brinkley in the picture; counter display has plans and idea 
literature featured on TV and other sales aids. 








"DEALER SALES CONTROL" THROUGH LAND CAN BE TIED TO SECOND HOME MARKET. 


That's what's behind a recently=-announced resort development 
at Castle Rock Lake near Wisconsin Dells, Wis. 


Jack Van Wie, owner of Dells Lumber Co., iS a partner in the 
development and will supply cottages under the national 
Institute for Essential Housing. 





The project has been publicized as the largest resort 
development in Juneau county history. The lake covers 26 
Square miles. 








Leisure homes constitute one of the big opportunities for 
dealers, if accompanied by a planned merchandising program. 


HOUSING COSTS ARE HOLDING STEADY while the overall cost of living continues 


to rise. Most dealers can cite one reason: building materials 
continue to be sold at extremely competitive prices, despite 
the dealers' rise in labor and handling costs. 


YOUNGSTOWN KITCHENS WILL MARKET A WOOD KITCHEN CABINET LINE, the first 


major manufacturer to offer all-wood, plastic laminate and 
all-steel kitchens. 


"Wood kitchens have made a tremendous gain in the last five 


years. We don't intend to ignore it," said Youngstown's sales 
vice president. Maple will be the basic wood for the new line. 


OCTOBER 8-14 IS FIRE FREVENTION WEEK. It's a good time to merchandise 


home maintenance for safety. Example: promotion of a 
fire-safe chimney. 





Bulletins devoted to fire prevention and chimney construction 
are available upon request from Clay Flue Lining Institute, 
161 Ash St., Akron 8, Ohio. 
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Miiawtsora Minimo ane \famuractunine company 


WHERE EESEARCH (5 THE REY TO TOmensew 


Colorful, hard-sell advertisements like these are now appearing 
in leading trade magazines. They're effectively telling your best 
customers and prospects about the performance and quality of 
“SCOTCH” BRAND Masking Products. 


You can take full advantage of these sales messages by prominently 
displaying “SCOTCH” BRAND Masking Products and promoting 
them aggressively. For Free literature and display ideas, contact 
your 3M Representative. 


“SCOTCH” BRAND MASKING PRODUCTS ARE ADVERTISED IN AMERICAN 
PAINTER AND DECORATOR, WESTERN PAINT REVIEW AND SPOTLIGHTS 


tunkiauare tha iene ae 
Minnesota )ffinine ano ]/fanuracturine company 
e+  - WHERE RESEARCH IS THE KEY TO TOMORROW 


September 25, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 6 on Handy Cover Card 15 








All these tools 
carry the famous 


Rod Dow 


name 


ais7 Why horse around with lines that are less complete ? 


There are painters’ and glaziers’ tools for everyone in the full Red Devil line. 
And practically everyone — from pro to putterer — knows and trusts Red Devil 
quality. So what does a retailer gain by cluttering up his stock with ump-teen 
Double appeal be- diff kes? +e A ‘ : ‘ 1 4 
ante it: ines Ga ifferent makes? Red Devil’s wide variety in types of tools and price classes, 
duty in dry wall too — teams up with the Red Devil name to cut your selling time, boost your 
construction. Flexi- reputation as a tool expert. And one-brand ordering reduces inventory and 
ble blade of Red makes your paperwork easier. Try it and see. Write for illustrated price list. 
Devil Tape Mate 

applies tape to joint 


... . brass head on 

handle end sinks S 

nails and other ob- 

structions for neat & 


flat seams. Order 
from your jobber, Union, N. J., U.S.A. 
x today! 
Available in three sizes: TM-4, $2.25, 4"; World's largest manufacturer of painters’ and glaziers’ tocls—since 1872 


TM-5, $2.50, 5”; TM-6, $3.00, 6” 
Circle No. 7 on Handy Cover Card 


Try featuring this one for quick, easy Sales! 





Increase Accuracy 


while simplifying figure work 
with the NCR DELUXE 


ADDING 
MACHINE 


with “Live Keyboard 


Cut hand motion and effort up to 50% 
with the exclusive National “Live” Keyboard! 


Every amount key on the National De 
Luxe Adding Machine operates the 
motor. Result: You can forget the 
Motor Bar! Eliminates back-and-forth 
hand motion from keys to Motor Bar. 
Think of the time and effort this single 
National feature saves! All keys are in- 
stantly adjustable to each operator’s 
preferred touch! It is no wonder opera- 
tors are so enthusiastic about the 
National De Luxe Adding Machine. 
They do their work faster—with up to 
50% less effort! 


Only National has 14 time- and 
money-saving features. 

“Live” Keyboard and Adjustable 
keytouch are just two of the 14 time- 
and effort-saving features which you get 
in the National De Luxe Adding Ma- 
chine. You will also like its RUGGED 
CONSTRUCTION—NEW STYL- 
ING—NEW QUIETNESS — NEW 
BEAUTY. Your National representa- 
tive will be glad to give you a dem- 
onstration and tell you about all 14 
features. Call him today. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from 
the many time- and money-saving fea- 
tures of a National adding machine. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. For more 
information, call nearest National 
branch office or dealer. See phone 
book yellow pages. 


NCR pcm 


ADDING MACHINES 
CASH REGISTERS ¢ ACCOUNTING MACHINES 
ELECTRONIC DATA PROCESSING 
NCR PAPER (NO CARBON REQUIRED) 
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DOUBLE-HUNG WINDOW BY CURTIS 











These windows can give your profits a lift 


Sash manufacturers have made it easy for you to increase 
your profits — with sash made for, and pre-glazed with, 
Thermopane® insulating glass. Like the double-hung win- 
dows in the illustration. Or in many other types of windows 
made by many millwork houses and sash manufacturers. 


House buyers want Thermopane. Builders who use it say 
it’s a big selling feature. With Thermopane-glazed sash avail- 
able in double-hung, casement, awning and sliding types, it’s 
easier to sell builders on putting it into every window of a house. 


Consult your sash supplier, or write to L-O-F, for names of 


leading sash manufacturers using Thermopane. 591 Libbey: 
Owens’Ford Building, Toledo 1, Ohio. 


Made in U.S.A. 
only by 


INSULATING 








TNT OR g REFUND 

ce * >> 
* Guaranteed by ~ 
Good Housekeeping 
a ~ 


m a 
C7AS apvenristo WE 


Quality you can 
put your finger on. 
Thermopane has 
won the coveted 
300d Housekeeping 
Guaranty Seal. 

















LIBBEY*°OWENS*FORD 


TOLEDO 1, OHIO 


Visit us—Spaces 701-702— 
NRLDA Exposition 
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BRUCE 
Ranch 
Plank’ 


Popular-priced 
pegged oak floor 





You don’t need to break your 
budget to get buyer-appealing 
rooms with distinctive features. 
Bruce Ranch Plank is the popular- 
priced version of famous random 
Oak plank flooring. Walnut pegs 
are factory inserted, and the beau- 
tiful factory-applied finish saves 
the expense of on-the-job sanding 
and finishing. Ranch Plank is easy 
to lay: just alternate the 214” and 
314” widths and nail them like 
strip flooring. Write for Bruce 
Flooring color booklet. You’ll find 
our catalog in Sweet’s Files. 


E. L. BRUCE Co., 
MEMPHIS 1, TENN. 


World's largest manufacturer 
of hardwood flooring 


OQ feature floor for specia ; rOOMSsS 





Building Materials 
Merchandiser 


Headlines at Pres 


NRLDA Plans Merchandising Program 
To Help Dealers Sell Remodeling 


WASHINGTON—A n_sindustry-wide 
home improvement merchandising 
program was outlined to 40 major 
building materials manufacturing ex- 
ecutives here on Sept. 13th by the 
market development committee of the 
National Retail Lumber Dealers Assn. 

The meeting was called to solicit 
support from manufacturers for the 
merchandising phase of NRLDA’s 
“HAPI” (Home and Property Im- 
provement) program. 

(A series of HAPI dealer training 
schools for the home improvement 
business was started two months ago. 
The schools are co-sponsored by re- 
gional federated associations of the 
national dealer group.) 

In its meeting with manufacturers, 
NRLDA suggested a monthly and a 
quarterly promotional “time and 
theme” calendar which would enable 
dealers everywhere to simultaneously 
promote specific home improvement 
packages. The plan would call for 
manufacturers to tie in their own 
sales aids and advertising to the 
themes selected by the NRLDA mar- 
ket development committee. 

Use of the HAPI emblem by prod- 
uct manufacturers was also suggested. 

“Add-a-Room in March” was cited 
as an example of the “time and 
theme” calendar idea. NRLDA would 
issue a list of all manufacturer sales 
aids and promotions on the Add-a- 
Room theme which could be used dur- 
ing March by dealers. 

E. F. Walsh, NRLDA intra-indus- 
try relations director, said that the 
plan as envisioned by the association 
would bring to dealers in-store ban- 
ners, signs, advertising mats and copy 
and similar sales materials built 
around remodeling packages at the 
most appropriate time of the year for 
specific projects. 

Manufacturers could adopt the 
same monthly or quarterly project 
theme for their consumer advertising. 
Consumers would be exposed to co- 
ordinated national and local promo- 
tion. 

Paul R. Ely, NRLDA market de- 
velopment committee chairman, asked 
the manufacturers for both coopera- 
tion and criticism of the HAPI plan. 

Reaction. Several manufacturers 
pledged cooperation for the merchan- 
dising program. However, there was 
disagreement on the timing and selec- 
tion of themes for the promotional 
calendar as presented by the NRLDA 
committee. 
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Ely said that the NRLDA will now 
study the alternate suggestions made 
by the manufacturers. He indicated 
that a revised merchandising program 
will be submitted to the NRLDA 
board of directors in November for 
approval. 

Attendance. The following manu- 
facturers were represented at the 
meeting: 

Aluminum Co. of America; Allied Chem- 

ical, Barrett Div., he American Hard- 
ware Corp.; American-Standard, Plumbing 
and Heating Div.; Armstrong Cork Co.; Bar- 
clay Mfg. Co., Inc.; The Philip Carey Mfg. 
Co.; Celotex Corp.; Chambers Corp.; Craw- 
ford Door Co,; Flinkote Co.; Hardwood Ply- 
wood Institute; Homasote Co.; Johns-Man- 
ville Corp.; Kaiser Aluminum & Chemica 
Sales, Inc.; Marsh Wall Products, 
Masonite Corp.; Morgan Co.; 
Tile Co.; National Gypsum Co.; The O’Brien 
Paint Co.; Owens-Corning Fiberglas Corp.; 
Reynolds Metals Co.; Ruberoid Co.; Sherwin- 
Williams Co.; U. S. Gypsum Co.; U. S. Ply- 
wood Corp. and Zonolite Co. 


Members of the NRLDA market 
development committee are: Paul R. 
Ely, North Platte, Neb.; Albert Baum- 
stark, Herman, Mo.; Charles E. Ben- 
son, Columbus, Ohio; Paul V. De- 
Ville, Canton, Ohio; Russell Nowels, 
Rochester, Mich. and T. C. Rowe, 
Shelton, Wash. 

NRLDA officers attending the 
HAPI merchandising meeting were: 
Winfield B. Oldham, president, Dal- 
las; W. L. Johnson, first vice pres- 
ident, Boise, Idaho; Leslie G. Everitt, 
second vice president, Fort Collins, 
Colo.; John W. Dain, treasurer, Ma- 
hopac, N. Y.; H. R. Northup, execu- 
tive vice president, Washington and 
Thomas T. Sneddon, administrative 
vice president, Washington. 

Robert E. Paine, NRLDA public 
relations director and Robert L. Craft, 
executive secretary of the Indiana 
Lumber and Builders’ Supply Assn., 
also participated. 

Schools. The schedule for future 
HAPI training schools was announced 
as follows: Oct. 2, Tennessee; Oct. 
9, Texas; Oct. 16, Georgia; Oct. 23, 
Northeastern; Nov. 13, Florida; Dec. 
4, Michigan; Dec. 11, Southwestern 
(tentative); Jan. 8, Greater Chicago; 
Jan. 15, Wisconsin; Jan. 22, North- 
western and Feb. 19, New Jersey. 


NBMDA Convention 


CHICAGO—A record attendance of 
850-900 persons is anticipated at 
NBMDA’s 10th annual convention to 
be held at the Palmer House on 
Nov. 8-11. 

According 


to M. L. McCreery 


stime | 


(UUU.NaUundninney aE 


of Michigan Wholesalers, Jackson, 
Mich., and current president of 
NBMDA, two and one half days 
of the meeting will be devoted to 
workshop sessions and planned semi- 
nars for wholesale distributors aimed 
at improving operating techniques and 
increasing efficiency. 

McCreery pointed out that average 
net profits before taxes of NBMDA 
members were 1.7%—the lowest ra- 
tio in the last five years—and that 
the convention was being planned to 
help improve the profit picture in 
1962. 


New Delta Franchise System 
Broadens Saw Distribution 


PITTSBURGH—A_ broadened Delta 
radial arm saw distribution through a 
separate franchise system has been an- 
nounced by F. P. Maxwell, vice presi- 
dent, Rockwell Manufacturing Co. The 
saws were formerly included in the 
basic Delta dealer franchise. Now the 
existing distribution system of the 
Porter-Cable Machine Co. subsidiary 
will be utilized as well as Rockwell’s 
Delta Power Tool Div. 


Utility lumber, strapped in 1,000 
bd. ft. random lengths, is a good in- 
troduction to packaged farm buildings 
and home improvement sales, accord- 
ing to manager R. C. “Rube” Mayer, 
Bestway Building Center, Greeley, 
Colo. 

“Although we price it at 9¢ per 
b.f., we invariably have customers 
asking for the 1,000 ft. packaged 
unit,” said Mayer. Most of these utility 
bundles go into farm building repairs 
and maintenance. 
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Bold New Color Schemes mean 


INSTANT RECOGNITION for YOU! 


The bold new colors and distinctive design of these Spencer Kellogg Linseed Oil cans were 
designed for you—to assure quick, positive identification. The reversed color schemes 
relieve you of time-consuming guesswork. And you get these 6 important benefits as well. 


The “12-Pack” in both quarts and 4 100% Pure Raw Linseed Oil... best 


pints, means smaller inventory, faster 
turn-over. 


New package design PLUS reverse 
color scheme gives you better shelf 
appearance, easier identification. 


Guaranteed to meet all Federal Speci- 
fications for Linseed Oil. 


(5) 


where Raw is required. A must when 
prescribed by veterinarians. 


Nationwide distribution wherever you 
are. 


Quality sales aids at no cost to you. 


SPENCER KELLOGG 
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Tour of Lumber Yards 


CuicaGo—Dealers attending the 
National Retail Lumber Dealers Assn. 
exposition here Nov. 4-7 will have 
the opportunity to visit three outstand- 
ing yards of different types in the 
Chicago area. 

A special 6-hour post-exposition 
tour in chartered buses will begin at 
9 a.m., Wednesday, Nov. 8. Dealers 
will be returned to their hotels at 3 
that afternoon. Among the yards 
scheduled to be visited are three de- 
scribed in the Jan. 2 and May 22, 
1961 issues of this magazine. 

One stop on the tour to western 


suburbs will be the E-G Home Cen- 
ter in Downers Grove. Located in a 
shopping center, E-G is geared spe- 
cifically for homeowner trade. 

A second stop will permit visiting 
lumber and building materials dealers 
to see up-to-the-minute materials han- 
dling methods in operation. 

The new Edward Hines Lumber Co. 
showroom, St. Charles, designed by 
James N. Lindenberger & Associates, 
Inc., architectural consultants to BMM, 
will be the third stop. Special home im- 
provement exhibits and a lumber mart 
are features of this showroom. 





ree 
Sugar Pine 


specialists 


TW &J's high altitude Sugar Pine 
forests provide slow growth, prem- 
ium stock with the smooth, easy 
working, soft texture demanded 


by craftsmen. 


TW&J Sugar Pine has all the 
inherent natural qualities of the 
species plus the additional advan- 
tage of TW&J's Quality Control 
Check System of manufacture which 
starts in the woods and continues 
on through the sawmill to scientific 
seasoning and careful shipping. 
Available for year around delivery 


in 4/4 to 16/4. 


The World's largest producer 
of Sugar Pine with 10 mills in 
the heart of the High Sierra 
Sugar Pine belt to serve you. 


Coost 
quality West 
For dutts 


look to- 
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TarTer, WEBSTER & JOHNSON. INC. 


P.O. BOX 3498 
San Francisco 19, California 


PRospect 6-4200 


Teletype SF 211 





World Traveling Lumberman 

AMARILLO, TEX.—J. B. Coe, who 
heads the J. B. Coe Lumber Co. here. 
likes to travel for the sheer fun of 
it, although rocking along on a camel 
is not the most enjoyable mode of 
transportation. 

Coe has made three round-the- 
world trips in the last three years, 
stopping and going as he felt like it. 
He visits out-of-the-way places that 
strike his fancy, along with world 
capitols. 

On his last 30,000-mile odyssey 
completed early this year, Coe spent 
nine weeks traveling and living among 
the natives of Kenya, Uganda and 
Tanganyika. While he travels for 
pleasure, the Amarillo Jumberman 
keeps his eyes and ears open and 
returns with loads of fascinating side- 
lights on business and living conditions, 
all of which make a fine Sunday 
feature article for Coe’s hometown 
paper, the Amarillo News-Globe, in 
which the above photo appeared. 


Offers Teaching Aid Slides 


CHICAGO—Ponderosa Pine Wood- 
work has produced a series of slides 
on stock window units for use as a 
teaching aid in architectural colleges. 
To supplement the slides, a booklet 
called “Wood Windows for Good 
Windows” has been prepared repro- 
ducing the slides and script. Available 
in quantity, the booklets may be pur- 
chased from PPW, 39 S. LaSalle St., 
Chicago 3, for $4 a hundred. Slides 
will shortly be available on a loan 
basis for any building materials dealer 
who can use them. 


Kitchenware Firm Expands 


TacoMa—FEstablishing its first ex- 
pansion of company facilities away 
from the factory, Washington Steel 
Products, Inc. has opened a ware- 
house in Canton, Ohio to speed de- 
liveries in eastern markets. The firm 
makes kitchen cabinet knobs and pulls, 
door hinges, revolving corner shelves, 
towel and spice racks, plastic drawers 
and refuse cans, kitchen-wrap holders 
and other kitchen items. 
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IN A SMALL PACKAGE 





NEW FAMILY OF POWER 


CIRCULAR SAW DRILL PRESS JOl 


Jointer c 


Drill press has fully enclosed motor with 
machine 


special housing design for thermal updraft 
cooling action, 14” capacity key chuck, slotted 


Circular saw is equipped with built-in capaci- 

tor motor, miter gauge, rip fence and safety 

blade guard and splitter. (Table extensions feed tab 
Handles 


optionalextras.) Micrometer work table with clamping 
controls raise or lower blade S. we edge and quick-set drill & oC for plan 
and tilt it for angle cutting depth control. Drills wood, betting 
from 0° to 45°. light metals and plastics. operatio 
Suggested retail 


Suggested retail 





OINTER 


ointer complete with motor, provides fully 
achined work surface with adjustable in- 
eed table and spring loaded blade guard. 


andles stock up to 4” wide 
or planing, jointing, rab- Qc 
vetting and chamfering 


yperations. 
Suggested retail 


ité the 
money-makingest 
deal ever! 


It’s COMPACTOOL—a whole new concept in 
power tools and power tool selling. So light they 
can be carried . . . so small they can be stored 
almost anywhere ... . so accurate they satisfy 
the most exacting user . . . these tools were 
created for today’s market by Rockwell, maker 
of famous Delta and Porter-Cable Power Tools. 

Smart, functional, integral design combines 
the advantages of both stationary and portable 
power tools—in low priced tools everyone can 
afford. COMPACTOOL saws, drill presses and 
jointers are engineered for safety, built for 
convenience and tailored to the needs of mod- 
ern living. 

Here’s what you can expect when you sell 
the COMPACTOOL line: 


BIG PROFITS’ 


-—-you make full mark-up on every tool; create 
potential repeat business for other tools in the line; 
cash in on continuing sales of accessories and 
many other items the tools consume. 


VOLUME SALES’ 


—you sell these tools like appliances and other 
off-the-shelf items; take advantage of proven mass 
market merchandising techniques; stock and han- 
dle quickly, easily. 


FAST TURNOVER 


—your sales people don’t need special training to 
sell these tools; your customers can carry them 
home; you can sell as a year round gift item and 
tie-in with other store promotions. 





LL 


inl 


Made by the makers of famous Delta, Porter- 





See how this circular saw fits o 
Leamn how it fits your 








ool 


rter-Cable and Walker-Turner tools. 


on your shelf or counter... 
Ir SEMING plans 


Promotion 


| ROCKWELL 

















Tear off coupon here and mail to: 


COMPACTOOL 

Rockwell Manufacturing Company 
400J N. Lexington Avenue 
Pittsburgh 8, Pa. 


I'M INTERESTED! PLEASE SEND FULL DETAILS. 


NAME TITLE 
COMPANY 
ADDRESS 


ZONE STATE 


You can count on sustained ad- 
vertising support, nationally and 
locally, from the largest, most suc- 
cessful maker of quality power 
tools for home, schools, industry. 


Your customers will be reading 
and hearing about the COMPAC- 
TOOL line starting with an intro- 
ductory press conference and 
continuing throughout the year. 


You'll get a complete package of 
colorful point-of-purchase and 
store display material to help you 
sell. Even the carton is designed to 
work for you. 


COMPACTOOL 


ROGKWELL” 








Hardware Store Business 


Building Materials 


Merchandiser 


New Product Parade 


Easily Installed Gutter Cover 


Rain gutter covers that are rustproof, 
inexpensive and easily installed on half- 
round or box-type gutters now are avail- 
able. Called Gutter-Guard, the cover 
consists of expanded aluminum mesh 
mounted on a strong aluminum channel. 
It is installed on top of the gutter and 
snaps into place securely. 

Gutter-Guard is easily cut to required 
lengths with household shears. Seven 36” 
lengths, 5” wide, are packed in each con- 
sumer package. Six packages per display 
carton. Nichols Wire & Aluminum. 
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Colorful Chain-Link Fencing 

New  vinyl-coated galvanized _ steel 
wire chain-link fencing now is available 
in a striking green, blue, salmon, white 
and black or in individual colors com- 
bined with white. Called Colorbond, it 
is ideal for backyard or swim pool en- 
closures or industrial use. The vinyl, 
produced by Union Carbide, is virtually 
impervious to terrific heat or extreme 
cold, also withstands powerful shocks. 

The decorative fencing also is main- 
tenance-free once it is installed, an- 
nounces maker. Colorguard Corp. 
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Clamp for Use with Prefabs 
Special carpentry work is no longer 
required for contractors whose plans call 
for block outs or brick ledges. A new 
brick ledge bracket (upper right, photo 
above) has been designed by Symons 
Clamp & Mfg. Co. which ties in directly 
with its regular panels and forming hard- 
ware. Standard panels can be tied to the 
bracket above the ledge and the forming 
sections can be attached and poured as 
in straight pouring. 
A specifications sheet now is avail- 
able to dealers. Symons Clamp & Mfg. 
Circel No. 203 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon, 





Snap-in Crossbar 


Beauty Line _ shutters 
(left) can be quickly changed 
to a second architectural 
style by merely snapping in 
a crossbar between vertical 
members of the shutter 
frame (far left). The cross- 
bar is made from the same 
heavy aluminum stock as the 
shutters and is offered in the 
same variety of six colored 
finishes. Packed 12 pairs per 
carton. Louver Mfg. 
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Water Repellent 


Chek, a new silicone wa- 
ter repellent, makes snow 
removal easier, inhibiting 
ice and snow from bonding 
to concrete, masonry or 
stone surfaces. It also pro- 
tects against salt corrosion, 
efflorescence, chipping and 
spalling. Chek is a clear 
solution. It can be applied 
easily by brush, spray, roll- 
er, broom or mop. McDou- 
gall-Butler Co. 

Circle No. 205 on Handy Cover Cord 


September 25, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


(Continued on page 34) 


31 











NEWS AND IDEAS FROM (Aymstrong FOR 











SELLING 
VINYL 
FLOORS 








‘TAKE CARE OF YOUR $2 SALES, THEN 
910,000 SALES WILL TAKE CARE OF YOU’ 


Jonesboro, Ark.—“When a customer buys $2 worth of 
hardware, we're glad to carry it out to his car for him. 
He may come back tomorrow and spend $10,000,” says 
Roy Jolly, manager of Barton Lumber Co.’s Jonesboro yard. 
By giving exceptional service on even the smallest orders, 
Barton’s has developed a reputation that brings customers 
back whenever they have any building or remodeling work. 

“Resilient flooring fits our business like catfish fit a creek,” 
Mr. Jolly says. “It gives us high volume, high margin, and 
a chance to offer one-stop shopping for building supplies.” 


Doyle Gilliam, salesman for Barton Lumber Co., shows 
a customer the line of Armstrong sheet floors. Barton’s 
large selection makes choosing easy. 


Floors spur package sales 


He finds that many times a person who comes in just to 
buy a new floor can be turned into a customer for a whole 
remodeling job. Since putting in a new floor is not a minor 
project, he knows the person may be interested in other, 
related improvements. 

Because Barton Lumber Co. stresses quality, its sales- 
men try to sell an Armstrong floor such as Tessera, Palatial, 
or Patrician Corlon for each kitchen job. Mr. Jolly says that 
these vinyl sheet floors are the best profit items in his 
kitchen package sales. 

Doyle Gilliam, one of Barton’s best salesmen, tells why 
he likes Armstrong vinyl floors: “If we sell a low-cost tile 
floor to a do-it-yourselfer, our profit on the average kitchen 
job will be only about $8 because of the highly competi- 
tive situation in this market. But by installing Armstrong 
sheet floors we can make from $40 to $70 profit on the 
same job.” 

Does taking this approach pay? Barton’s says yes. The 
Jonesboro store reaps a vigorous $50,000 in resilient floor- 


ing sales annually. 





DEALER USES AD-MATS TO MAKE 
ARMSTRONG NATIONAL ADS PAY OFF 


Barton Lumber Co. makes good use of Armstrong na- 
tional advertising. By featuring the Armstrong name in its 
own newspaper advertisements, Barton’s takes full ad- 
vantage of the biggest ad campaign in the building prod- 
ucts field. The Armstrong wholesaler provides free ad-mats. 
These ad-mats, prepared by experts at the Armstrong 
Bureau of Retail Advertising, are specially designed to 
serve individual needs. Ask your wholesaler about this 
special service. 


Wallace Staggs (left) of the wholesaler firm Forsyth- 
Williams, Inc., discusses new Armstrong flooring patterns 
with Roy Jolly, Barton store manager. Working closely 
with the Armstrong wholesaler has helped solve inventory 
and advertising problems for Barton’s. 


























Big full-color ads like these for Armstrong floors run all 
year long in leading consumer magazines. 
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Possible to top $85,000 
in annual flooring sales ? 
Hyak Lumber shows how 


Olympia, Wash.—“We ve estimated 
our flooring sales at $85,000 for 1961,” 
says Melvin Stacey, Jr., floor covering 
manager for Hyak Lumber and Mill- 
work, Inc. “But after seeing the results 
of the first months of the year, I’m 
sure we'll do even better than that.” 
Yet Hyak Lumber started selling resil- 
ient floors just four years ago! 


Offers complete line 

Mr. Stacey explains Hyak’s advan- 
tages in selling resilient floors this 
way: “Because we sell both lumber 
and flooring, we have a big advantage 
over the retailer selling just one or the 
other. And we now offer a complete 
flooring line, so contractors do much 
more business with us than before.” 


More profit 
When Hyak Lumber first started in 
the resilient floor business, it tried to 


Melvin Stacey demonstrates do-it- 
yourself tile installation at one of 
1is clinics for home handymen. 


attract builder customers by low-price 
products alone. “Then,” as Mr. Stacey 
tells it, “we added the higher priced 
sheet vinyl floors—Armstrong Futur- 
esq, Patrician, and Tessera Corlon. 
This accomplished two things: a better 
price on installed jobs, which im- 
proved our gross sales picture; and a 
higher margin of profit. Our profit 
margin on these sheet floors runs from 
33 to 35 per cent as compared to 12 
per cent on most lumber items.” 


Good tie-in 

Mr. Stacey runs an_ advertising 
campaign for his flooring department 
using newspaper ad-mats prepared by 
Armstrong. And he features reprints 
of Armstrong ads in his displays. 

Hyak Lumber puts on its own 
home show once a year, using movies, 
displays, and samples provided by 
Armstrong wholesale distributors. It 
also sponsors two do-it-yourself clinics 
a year, at which Armstrong wholesaler 
representatives give demonstrations 
and answer customers’ questions. 





CAROLINA DEALER STICKS TO ONE FLOORING LINE 
Cuts buying, selling time; saves paper work; adds profits 


New Bern, N. C.—General Whole- 
sale Building Supply Co. has every- 
thing for the builder—everything 
“From Tree to Key” as the firm’s 
slogan states. An important part of its 
complete line is resilient floors, which 
it began selling six years ago. 

At first O. C. Toler, manager of the 
store, stocked several different brands 
of floors. As his flooring business in- 
creased, he realized that stocking 
more than one brand caused confusion 
and inefficiencies. He found that he 


Customers can walk or drive right 
into the stockroom to pick up 
cartons of resilient tile from Gen- 
eral’s big inventory. 
had duplications of pattern colors, 
creating inventory problems, and that 
ordering from several sources meant 
extra time devoted to paper work. 

In 1958, Mr. Toler decided to stock 
Armstrong floors exclusively. He was 
pleased to discover that he could sell 
floors more easily and quickly by con- 
centrating on one line. And he could 
now offer any type of sheet flooring 
or resilient tile a customer wanted 
without wasting time comparing 
brands. His ordering was simplified 
and his inventory was much easier to 
control. There were bigger discounts 





gone 28 


O. C. Toler (left) displays Arm- 
strong tiles on hinged panels for 
easy comparison. 
and a higher profit margin, too. Mr. 
Toler says that Armstrong floors yield 
a higher profit than 60 per cent of the 
other items he handles. 

“We like Armstrong,” says Mr. 
Toler, “because it’s a profitable line. 
We grossed $45,000 last year on 
Armstrong flooring and expect to do 
$50,000 in 1961. Our sales go up 
yearly.” 





Why General now sells 


only Armstrong floors 
What the firm did: 
Streamlined by switching exclu- 
sively to Armstrong. 
What it got: 

1. Easier, faster selling. 

2. Simplified ordering and _ in- 
ventory control. 

3. Bigger discounts. 

4. Higher profit 
from 60 per cent of all other 


margin than 


items it sells. 
5. A steadily growing flooring 
business. 














HERE’S HOW ARMSTRONG QUALITY SAVES YOU MONEY 


Perfect fit, high gloss, and uni- 
formity of color are some of the 
reasons why Armstrong  Excelon 
(vinyl-asbestos) and Asphalt Tile can 
make it easier for you to satisfy 
customers and make profits. 


On the inspection line, trained eyes 
inspect every block of Armstrong 
Excelon and Asphalt Tile. 
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Whether you install a job or sell the 
materials to a contractor or do-it-your- 
selfer, tiles that are accurately cut are 
easier and faster to install. Armstrong 
Excelon and Asphalt Tile are die-cut 
to stay precisely square on the job. 

Electronic counters assure that each 
box of Armstrong tile has exactly 80 
pieces; you get what you pay for. 
Before packing, the tiles are processed 
to minimize “blocking” (sticking to- 
gether) in the carton. This means 
fewer on-the-job delays. 

With flooring tile like this, you can 
lessen selling and installation time, re- 
duce call-backs, and -satisfy customers 
better. Armstrong tile will save you 
money. Armstrong tile will make you 
money. Sell it and see. 





CORLON®, TESSERA, PALATIAL®, ExcELON®, PATRICIAN® 


FUTURESQ, AND CORKSTYLE ARE TRADE-MARKS OF 
ARMSTRONG CORK COMPANY, LANCASTER, PENNA 
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Hardware Store Business 


For more facts, 
use handy back 


NEW PRODUCT PARADE 


(begins on page 31) 


Alcoa Gutter Cover 

New Alcoa Gutter Cover is an easily 
installed screen of expanded aluminum 
mesh. It’s available in workable lengths 
of 36”. Cover fits half round, box style 
or O.G. type rain-carrying equipment. 
Added strength is assured by a specially 
designed edge molding, which makes in- 
stallation easy. 

Adaptable for gutters of all widths, 
it can be trimmed with ordinary shears. 
To insure absence of gaps between in- 
dividual pieces, ends may be joined with 
light-gauge aluminum wire. Alcoa. 

Circle No. 206 on Handy Cover Card 


Electric Door Opener 
New Slim-Line 


accommodate narrow door 
Stiles. 
structed and lubricated for 
life-time use. Slim-Line is 


Half-Moon Rosette 


electric A decorative escutcheon 
door opener is designed to with the 
elegance 
It is sturdily con- 2%” backset. The new trim 
rosette is designed for use 
with maker’s 400 line of 


fits a 





Automatic Furnace Humidifier 


A simplified, low-cost automatic fur- 
nace humidifier may be installed easily 
by a do-it-yourselfer or a contractor, 
says maker. Humidifier, with five evap- 
orator plates, is packaged with all neces- 
sary hardware, saddle valve and 5’ of 
copper tubing. Capacity can be increased 
to 10 evaporator plates. 

Humidifier is designed to fit any 
forced air furnace plenum. It is 9” wide, 
6 13/16” high and 10” long. Cover name 
plate snaps out for inspection of evap- 
orator plates. Lau Blower Co. 
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Cordless Saw 


look of massive 
standard 


C/Saw, a portable circu- Four new 
lar saw powered by a % hp 
gas engine, is announced. 
The new saw is completely 
self-contained, will 
one hour on a full tank of 


operate 


7 — 
ortho-7 ri 


i ij i anulacturung Co 


Mounts on Low Density Ceilings 


The first fluorescent fixture approved 
by UL for direct mounting on low den- 
sity ceilings is announced by Gibson 
Manufacturing Co. 

The fixture, designated Ortho-77, has 
been approved for eight fixture models 
using the Canopy Uni-Race. The fluores- 
cent fixture lends itself to continuous 
row installation as well as_ individual 
mcunting on low density ceilings. Com- 
plete catalog information may be ob- 
tained by lumber dealers. Gibson Man- 
ufacturing Company. 
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Has New Screwdrivers 


screwdrivers 
have been added by Bridge- 
port to its Cushion Grip line. 
They consist of a 4” and 
6” with cross-ground cabinet 
points; a 144” regular stubby 


packaged in individual boxes 
with instructions, 30 to a 
master carton and lists for 
$6 each. It is designed for 
AC or DC. Catalog is avail- 
able to dealers. Precision 
Lock Mfg. Co. 

Circle No. 209 on Handy Cover Card 
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residential locksets. It meas- 
ures 11” x 5”, is individual- 
ly packaged in a poly bag 
and is available in all popu- 
lar finishes. Retail list price 
is $4.70. Kwikset Div., 
American Hardware Corp. 
Circle No. 210 on Handy Cover Card 


gas and all day on a gallon. 
It is designed for home, farm 
and contractor use. It has 
an 8” blade and 2%” 
depth of cut. Suggested re- 
tail price is $119.95. Comet 
Mfg. Div., Siegler Corp. 
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with cross-ground Keystone 
point and a 144” stubby with 
Phillips point. All have inter- 
locking handles guaranteed 
not to slip, slide or come off. 
Bridgeport Hardware Man- 
facturing Corp. 
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He hasa 


problem you have the solution 


PennueRnOn 








Pi se ’ 
_ pennuernon 
WINDOW GLASS 


ees 


the world’s finest window glass 


Whether your customer is a homeowner 
who intercepted a pass the hard way, 
or a builder caught in short supply, or a 
home repair contractor, they’!] all mean 
repeat business if you stock PENNVER- 
NON Window Glass. 

Availability: PENNVERNON comes in 
a complete range of sizes and varieties, 
so customers will know they can always 
get what they need from your store. 
Quality: The brilliant surface and re- 
markabletransparency of PENNVERNON 
is the result of a unique PPG manufac- 
turing process that makes PENNVERNON 


more than just ordinary window glass. 
When you sell PENNVERNON, you sell 
true vision. Service: No inventory 
problem with PENNVERNON. Your dis- 
tributor or Pittsburgh branch is there 
to deliver the sizes and types you want 
when you need them. And he'll help you 
sell more PENNVERNON by supplying 
you with a full line of sales aids: signs, 
labels, decals, counter cards, give-away 
folders, ad mats. He’s there to help you 
sell more PENNVERNON. Pittsburgh 
Plate Glass Company, 632 Fort 
Duquesne Blvd., Pittsburgh 22, Pa. 


iP. Pittsburgh Plate Glass Company 


Paints + Glass « Chemicals + Fiber Glass 


In Canada: Canadian Pittsburgh Industries Limited 
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Hardware - Store Business 


New Sales Aids 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


“lite Melting Crystal 


Remove dangerous signe ot 


One-Ton Display of Halite 


Colorful banners and posters now are 
available to dealers for use with an eye- 
catching display of 10 and 25-pound 
packages of Sterling Halite Melting Crys- 
tals. The display goes up quickly and 
takes only 24” x 54” of floor space. 

International Salt is promoting Halite 
via a forceful advertising campaign be- 
ginning in November. It will include 
1,400 colorful outdoor posters in major 
market areas; radio and newspaper ad- 
vertising. Free Halite newspaper ad mats 
are available. International Salt Co. 
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Do-It-Yourself with Polyfilm 


Dow Chemical Co. has available for 
lumber dealers a sturdy dispenser rack 
for Polyfilm free with orders of $100 or 
more. The rack permits easy dispensing 
of the polyethylene film right from the 
roll and also has a handy “take-one” 
pocket which holds pertinent application 
literature. 

A sales builder kit containing litera- 
ture, samples, ad mat proofs and applica- 
tion chart also is available with initial 
orders from lumber dealers. Dow Chem- 
ical Co. 
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Aid in Choosing Insulation 


A new wall chart is especially de- 
signed to simplify the choice of proper 
insulation to meet new “R” Factor 
Standards. The chart is protected with 
plastic to insure its long usage by deal- 
ers and contractors. 

Chart also shows unique color-coding 
system which identifies Gold Bond Min- 
eral Wool Insulation thicknesses, and 
specifies the Gold Bond products which 
best meet the “R” factor requirements of 
the new Standards. Chart is available on 
request. National Gypsum Co. 
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DAP Offers Window Decals 


DAP is offering window or door decals 
to dealers handling its line of DAP put- 
ties and glazing-calking-sealing products 
and Duratite wood and metal fillers. The 
decals are designed to give dealers point- 
of-purchase identification that ties them 
directly to DAP advertisements now ap- 
pearing in national magazines. The three- 
color, 5”-diameter decals are printed 
both sides, can be read from outside or 
inside a store. 

They are free of charge, 
mounted on glass. DAP, Inc. 
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Gutter-Downspout Department 


A prepackaged display provides a 
dealer with a self-selling basic minimum 
inventory of Crown’s baked enamel 
aluminum rain-carrying equipment. All 
parts are packed in place ready for dis- 
play with the exception of gutter and 
downspout sections, which are packaged 
separately. Illustration on unit keys all 
parts for easy identification by do-it- 
yourselfers. 

Packed with unit are how-to booklets, 
window banners and literature showing 
ad mats available. Crown Aluminum. 
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Vina-Foam 


STRIP 
WousEHOLo WEATHERS 


Vina-Foam Now Poly-Packed 

A new visual package for M-D Vina- 
Foam household weatherstrip is avail- 
able. The new 17’ roll, sufficient for an 
average door or window, is now packed 
in a clear polyethylene bag, complete 
with a board of thumb tacks, which re- 
tails for $1.79 per roll. 

The Vina-Foam package is punched 
for hang-up display. It also may be used 
as a stand-up unit. Twelve 17’ Vina- 
Foam packages are available in a ship- 
ping carton with a dealer net cost of 
$12.89. Macklanburg-Duncan Co. 
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“Big A” Arkansas Soft Pine 
LAMINATED BEAMS 


for Residential Applications 


An exciting NEW product from the 
Bradley-Southern Division of Potlatch Forests, Inc. 
Our Big A Pine laminated beams are manufactured 
in a variety of sizes from 3” x 4” through 12” x 12” 
and in lengths from 8’ through 32’. They are 
available in two grades. Architectural Grade— 

for use where appearance of the exposed 

surface is important. Industrial 

Grade—where appearance is 


a minor consideration. 


SAVE TIME AND LABOR COSTS 
AT JOBSITE! USE FOR— 

Door and Window Wall Headers Car Ports 
Entry Ways Ridge, Rafter and Eave Beams 
Other load bearing and long span areas 


For Your Western Lumber 
Needs Contact These 
PFI Offices 
PITTSBURGH, PENN. 
1615 Oliver Bidg 
KANSAS CITY, MO. 


POTLATCH FORESTS. INC. Mn npn 


BRADLEY -SOUTHERN DIVISION Deer Park Ind., Inc 
WARREN. ARKANSAS eS ae 
NEW BRUNSWICK, N. J. 

Post Office Box 55 

JACKSONVILLE, FLA. 
4113 Longwood Rd 

LEWISTON, IDAHO 

General Offices 
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New Product Spotlight (rors cnoice) 
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SPIRALS TUMBLE from shaving machine. SANDWICH IS MADE by lamination under pressure into lightweight 4’x8’ panels. 
They are then glued between sheets of 3/8” Electrical conduits can be inserted at factory or wires can be pushed into shavings 


gypsum wallboard. at building site. Panels are non-load-bearing. 


National Gypsum Markets Prefab Partition 


BUFFALO, N. Y. 
RODUCTION of Spiral-Core in- 
terior partition panels is now un- 
derway at a National Gypsum Co. 
Hardwood curled shavings sandwiched between gypsum factory in New Orleans, the first com- 
ponent in what Melvin H. Baker, Na- 
wallboard sheets. tional chairman, calls a “new way of 
building homes.” 
A second machine to prefab the 
7 oe e panels will be installed by year-end 
Components can be erected panel by panel or by pre a a tahoe eens 1 en as 
assembling entire wall sections, including electrical wiring. production centers will fabricate the 
sandwich partitions as the market de- 
mands. 
In-place costs are said to be half that of conventional inte- Pe pening ay Foie perme — 
sheets. The 2%%”-thick units go up in 
one motion to form a complete wall. 
Non-load-bearing, the panels are de- 
Distribution will be through lumber, building materials deal- ri ——— ae 
ers and prefabricators. Savings. In-place cost for the com- 
ponent wall is as low as 19¢ a foot, 
according to Dean D. Crandell, vice 
president of research. This compares 
to 42¢ in-place cost for a conventional 
interior wall. 
Further savings come from con- 
serving space. The Spiral-Core com- 
ponents can save as much as 33 square 


rior walls. 
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feet in walls for an average home, 
the makers say. 

The panels are placed into position 
on a floor track and raised to meet 
the ceiling where another track per- 
mits fastening by nails. The 4’x8’ pan- 
els are connected to each other with 
wood blocks nailed common to both 
panels and each joint. The core spirals 
can be easily punched at the site to 
accommodate wood blocks to support 
cabinets, pictures, etc. 

Electrical wiring can be _ installed 
in channels at the factory. Outlets 
are then cut at the site and wires 
“fished out” of the wood-shavings 
core. Short runs of wiring can be 
made in the panels by simply push- 
ing cable through the spirals. 

German process. The spiral-shaped 
shavings are made by a German proc- 
ess which has been popular in Europe 
for several years, National Gypsum 
spokesmen said. 

The arrangement of the spirals 
forms a uniform support. When 
rapped, the sound is solid. SAMPLE OF SPIRAL-CORE INTERIOR PANEL serves as realistic merchandis- 

The Spiral-Core partition has been ing aid, inspected above, |. to r., by Dean D. Crandell, National Gypsum 
accepted by the Federal Housing Ad- research vice president; Melvin H. Baker, board chairman and Wade W. 

(continued on page 40) Hildinger, vice president of marketing. 
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SPIRAL-CORE PARTITION IS NAILED 
through metal track applied to ceiling. 
Top of panel contains solid wood spline 
to receive nails. 





New Partition Panel 


(begins on page 38) 





ministration for non-load-bearing pur- 
poses. 

Strength. Although a 4’x8’ parti- 
tion weighs only 3.6 pounds per square 
foot (compared to 542 pounds for con- 


WOOD BLOCKS can be inserted into 
panels at site for wiring or to support 
cabinets and pictures. 


ventional wood stud wall with 2” 
gypsum wallboards), National engi- 
neers say that impact strength of its 
component is several times greater 
than an ordinary partition. 

In an impact test, residual deflec- 
tion was 1/64”. 

Distribution. Currently shipments 
will be made in the New Orleans 
area. Later, the panels are expected 





NOW...A NEW and BETTER 


PNEUMATIC NAILER 


4 


SPEED UP...your operation 
today with a Wilson Pneumatic 
Nailer... and save hundreds of 
high-cost hours in assembly 
and job site time. The com- 
pact, light-weight design per- 
mits agility and ease of use 
even in tight spaces. No more 
awkward angles ...no climbing 
on top of the table to nail 
blocking. 


ORDER NOW...and take advantage of 
more nailing production all through the 
Enclose full 
remittance of $125.00 for each Wilson 
Please add 2% Sales 
Tax if ordering from States where such 
tax applies. All Wilson Pneumatic 


current building season. 


Pneumatic Nailer. 


Nailers are fully guaranteed. 
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FOR HIGH SPEED... TROUBLE 
FREE PRODUCTION ON ANY JOB! 


Wilson Homes has one of the build- 
ing industry’s biggest day-in, day- 
out nailing operations. Years of 
experience, trying to find a nailer 
that would hold up under constant 
daily use, lies behind the develop- 
ment of the new, dramatically dif- 
ferent Wilson Pneumatic Nailer. 
This tool has proved its ability to 
stand up under the most rugged 
operation conditions. The simplic- 
ity and quality of construction 
keep the Wilson Pneumatic Nailer 
working without excessive break- 
downs and costly repairs. Pro- 
perly operated, you will find the 
Wilson Pneumatic Nailer the best 
investment you have ever made in 
a production tool. 


onty $125.00 


COMPLETE 
FULL GUARANTEE 


SEND ORDER TO: 
Wilson Homes, Inc. 

Box 6037, 

Lambert Airport Branch, 
St. Louis 34, Missouri 





to be marketed nationally. 

Sales will be through lumber and 
building materials dealers and to pre- 
fabricators, according to Wade Hil- 
dinger, vice president of marketing. 

A counter display unit has been 
erected and literature is available for 
the new factory-made component sys- 
tem. 

Eventually the Spiral-Core panels 
will be marketed in a variety of sizes 
and finishes. 

Exterior wall. Looking into the fu- 
ture, National Gypsum’s research de- 
partment is now perfecting an ex- 
terior wall panel which has a core of 
rigid polyurethane foam, faced with 
asbestos sheets on the exterior and 
gypsum board on the inside surface. 

The exterior panels are at present 
experimental. One problem with poly- 
urethane foam cores to date has been 
fire ratings. 

National engineers are developing 
a new concept in residential framing 
which will accommodate prefabed non- 
load-bearing exterior “curtain walls” 
for homes using the same principle 
now common in monumental and in- 
dustrial structures. 

One experimental framing system 
has 4’ o.c. trusses, two reinforced 
plywood girders with entire roof struc- 
ture supported by six posts. 

An insulated exterior panel used 
on a test house by National Gypsum 
carried the entire load of the house, 
as high as 4 tons per panel. Another 
test house using a low-cost panel was 
placed under a roof load to point 
of failure; the standard design truss 
failed, but the wall panel was not 
affected. 

“Holo-box.” A partition system near 
perfection by National is called “Holo- 
box,” consisting of lath with studs at- 
tached, for plastered walls. 

A 4 wide, ceiling height piece of 
gypsum lath is scored at the factory, 
made into a box with reinforced cor- 
ners and shipped in a flat, collapsed 
condition. At the job site, the boxes 
are opened, placed adjacent to each 
other in floor and ceiling tracks. The 
joints are covered with strips of metal 
lath and the surfaces plastered. 

Field tests indicate on-job labor 
savings of up to 50% can be achieved 
with Holo-box, compared to studs, 
lath and plaster partitions. 

Another research project is an in- 
sulating ceiling panel with a 4’ span. 

Circle No. 219 on Handy Cover Card 
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NEW BRAND MARKING of The Wood 
Shovel & Tool Co., Piqua, Ohio, is shown 
above. This marking will be carried on 
all Wood products: farm, lawn and gar- 
den hand tools, wheelbarrows and in- 
dustrial hand tools, beginning this fall 
at the National Hardware Show. 
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Honey-Core Panel 

New interior partitions (above) 
come in 4’x8’ modules only 22” thick, 
to be retailed for about $9 each. 

Cellular, honeycomb-cores of kraft 
fiber stock are treated with phenolic 
resin to resist moisture, decay, ter- 
mites and fungi. Panels are faced on 
both sides with gypsum wallboard. 
Conduits can be installed into the core. 

Bottom plate is simply nailed to 
floor, top plate to ceiling, they are then 
slipped into place, manufacturer ex- 
plains. 

The factory-made partitions are now 
available for building materials dealer 
distribution on west coast, according 
to the maker, Hof-Kor Wall Panels, 
Dept. BMM, 1840 E. 25th St., Los 
Angeles, Calif. 
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August Construction 
Up 4% Over 1960 Mark 


WASHINGTON—August spending on 
new construction held near July’s pace 
and topped 1960 same-month outlays 
by 4%, the Census Bureau reported. 
On a seasonally-adjusted annual rate, 
the value of new construction during 
August amounted to $58.3 billion. 

Commerce Dept. forecasters believe 
spending on new construction during 
1961 will hit a record $57.8 billion, 
up 4% over 1960. In the first eight 
months of 1961 construction spend- 
ing was running 2% ahead of com- 
parable 1960 outlays. 

In addition, the Federal Housing 
Administration said it will try to re- 
duce the big backlog of defaulted- 
mortgage insurance claims by mak- 
ing speedier payment of them. FHA 
said that in the future it will pay 80% 
of a claim filed by the original mort- 
gage lender within 30 days after the 
lender turns over title to a house 
covered by a defaulted loan. 

FHA indicated it has a backlog of 
$115 million in mortgage insurance 
claims, representing the outstanding 
value of loans on which home buyers 
could not meet their payments. 





GRIFFIN 


‘a good line 





Why have so many building supply and hardware dealers tagged Griffin 
as “A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t’”’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 
Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 


September 25, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 18 on Handy Cover Card 41 





create new 








dS 


VA 


promotes paneling profits 
for you 





lumber 
paneling \\ 
~~ 





WPA paneling variety inspires new uses 


This traditional material is the center of a new 
world of color and styling ideas. You can pro- { 
vide Western Pine Region paneling in varia- 








tions to match anyone's decorating thoughts. 





WPA pre-sells your customers 


The Association's complete national advertis- 
ing and promotion program reaches both 
builders and consumers, stimulating your cus- 
tomers’ demand for lumber paneling. Pro- 
motional literature is distributed to provide 
detailed information to you and your customers. 





Western Pine mills offer the widest 


WPA paneling satisfies every demand selection of paneling ...10 beauti- 
; : ful wood species... available 
Western Pine mills procuce the widest variety in 17 standard patterns, in every 
of lumber paneling patterns and species. Their standard size, many random widths 
grading rules provide a strict set of standards and any practical length. 
to insure uniform high quality. Western Pine 
*Most WPA patterns are 


Region paneling is carefully seasoned to in- available with V-Jdoint back 


sure stability that satisfies your customers’ 00 that siier side May be 
exposed. This feature gives 


most demanding specifications. you a two-in-one inventory, 


PROMOTE WESTERN PINE ASSOCIATION 


Dept. L-561 

510 Yeon Building 
NEW PROFITS [egeuams 

Please send 25 ‘‘About Lumber Paneling"’ color book- 


lets, containing sales-building suggestions and instr 
tions for my customers. 


Next time 
you order, 
specify... 


Write for these 
FREE Book/ets 








Soft grain and even texture of the 10 WPA 
woods make them adaptable to all color ideas. 
All manner of stain, varnish, lacquer and paint 
treatments are possible. The Western Pine 
Region species project a unique natural beauty 
in a variety of shadings when used with a clear 
finish, and all accept color readily, 
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There is virtually no limit to the 
style and design possibilities 
with versatile WPA lumber pan- 
eling. The many species and 
patterns are adaptable to any 
decorative purpose. 


WESTERN PINE ASSOCIATION /2/e/ing 


10 of the world's finest species: IDAHO WHITE PINE 
PONDEROSA PINE * SUGAR PINE + WHITE FIR» INCENSE CEDAR + LARCH 


DOUGLAS FIR * RED CEDAR +» LODGEPOLE PINE * ENGELMANN SPRUCE 
Circle No. 19 on Handy Cover Card 
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- PIONEER 


¢ A ‘universal’ residential component building system is a long way off (and perhaps 
will never be realized), but substantial progress is being made every year in the evolution 
of prefabricated structural components. 

* A prime-mover in this development has been the Lumber Dealers Research Council. 
Through research and dealer training, Lu-Re-Co has been instrumental in making retail 
and wholesale lumbermen a dominant force in fabrication and distribution of structural, 


aa 


modular walls and roof trusses. 


® Through the stimulus of the Council, countless dealers have learned to sell parts in- 
stead of pieces and have adopted control methods of selling the whole house package. 


Lu-Re-Co. Officials: 


S. B. Slaughter R. H. Harrell Fred Dill R. C. Tylander P. Cadwallader Harry Balcom 
President Exec. Vice Pres., Ist Vice Pres. 2nd Vice Pres. Trustee Bossier City, La. 


New Richmond, Research Direc. Carmel, N. Y. West Palm Beach Pennington, N. J. 


Wis. Washington, D. C. 


s 


Ralph Campbell R. E. Davidson H. E- Mildon Craige Ruffin Carl Scholz C. A. Thompson 


Fort Worth, Texas Southport, Ind. Edmonton, Can. Richmond, Va. Vandalia, Ohio Champaign, III. 
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COMPLETED STRUTWALL PANELS, based on Lu-Re-Co component system, insulated and sheathed. L. to R.; Nos. 4863, 4840, 
4830 and 4822. These components were manufactured in plant of L.D.R.C. president, S. B. Slaughter, Jr., New Richmond, Wis. 


GROUP of retail lumber in- 

dustry leaders met in 1948 to 
form the Lumber Dealers Research 
Council, with this goal: to put the 
lumber and building materials dealer 
in control of the building business. 

Today, 13 years later, the entire 
light construction industry is indebted 
to the vision of the Council’s foun- 
ders—Clarence Thompson, Jack Mc- 
Carthy, Art Hood, Bill Scheick and 
Ray Schaub. 

These men adopted the following 
statement of purpose: “to sponsor and 
to coordinate nationwide research in 
the reduction of housing cost and such 
other research for the benefit of the 
retail lumber dealers, both individual- 
ly and in cooperation with other in- 
dividuals and organizations having a 
similar or related objective.” 

Although the Council has had _ its 
problems and critics and some of its 
dealer members have since left the 
fold, Lu-Re-Co is still a thriving or- 
ganization, unique in the entire light 
construction industry. 

The concept which resulted from 
Lu-Re-Co’s original research—4’-wide 
panel construction—is now gaining 


significant recognition by the develop- 
ment of producer-fabricated panels. 
And the fact that one in four build- 
ing materials yards now sells prefabed 
structural compcnents (wall panels, 
roof trusses, etc.) is a testimony to 
the Council. 

It is estimated that 200,000 Lu- 
Re-Co homes have been built since 
1948—and thousands of other homes 
have been prebuilt by dealers who 
were brought into the fabrication busi- 
ness by the educational and promo- 
tional activities of the Council. 

Research. The first research of the 
Council brought forth the basic 4’- 
wide Lu-Re-Co wall panel concept, 
the prototype for many other wall 
component systems since developed. 
Lu-Re-Co research is primarily ac- 
complished through grants to the 
Small Homes Council of the Univer- 
sity of Illinois. 

The Council has also conducted re- 
search on prefabricated roof trusses, 
shallow headers for its  wall-panel 
system, box beams, nail-glued headers, 
windows, interior partitions, floor pan- 
els and other engineering projects. 

Currently the Council is at work 
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on the following: 

* 1% story glue nail truss design 
being computed with the help of 
an I.B.M. computer. 

Sectionalized housing. 

Economical floor installation for 

crawl-space homes. Five different 

types are being used, with the same 
crew, on identical foundations. 

* Continuing field testing of Masonite 
interior wall panel (see field re- 
port elsewhere in this issue). 
Training. To keep members up to 

date on current developments, peri- 

odic mailings are furnished on new 
products in the field of components, 
codes, promotion, new home designs. 

The Council also works closely with 

the editors of Building Materials 

Merchandiser, other industry publi- 

cations and the National Retail Lum- 

ber Dealers Assn. to disseminate re- 
search data and publicize Lu-Re-Co 
operations. 

In its training, the Council helps 
the dealer understand all of the man- 
agement and merchandising _ tech- 
niques to control the packaged home 
sale—land, finance, promotion, as well 

(continued on page 48) 
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Are you in the re-fabrication industry? 
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from the ‘otherwise’ profits of component manufacturers. 

‘Re-fabrication’ is having to do twice, that which you only get paid fer doing once. 
It was born at the same time as component pre-fabrication as a result of demands from dissatisfied customers. 
The dissatisfaction arises from poor quality components... and poor quality components arise from (1) 
starting with materials of untrue dimension, and (2), human error. 
The patented ‘Tolerance & Compensation’ features built into Clary’s Constructior Automation equipment 
provide the only tool available that is capable of eliminating costly ‘Re-fabrication.’ 
How? Construction Automation equipment neutralizes untrue dimensions in building materials by using an 
imaginary line, instead of the material itself, as the original reference of measurement, and then processing 
only on the face perimeter of a component part. 
Thus, if the material is out of length, thickness, or width, it does not affect sizing, beveling, mortising, drill- 
ing, routing, cutting, dadoing, mitering, nor assembly; and any differential will fall into an area of the 
finished house that affects neither quality, nor appearance. 
Construction Automation equipment eliminates human error by automatically performing all critical 
operations. 
Construction Automation equipment insures accuracy in each component part, and each completede unit, 
accuracy, in fact, guaranteed to be within 3 minutes of 1 degree perfect. 


‘Re-fabrication’ is a seldom discussed industry that extracts an annual toll of undetermined proportions 


| “TOLERANCE & COMPENSATION’ FEATURES GUARANTEE QUALITY | 
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The illustration shows how the patented ‘Tolerance & Compensation’ factors eliminate costly ‘Re-fabrica- 
tion’ and guarantee quality in pre-hung door units. The variables indicate the harmless areas into which 
any differential will fall. The constants indicate those operations that must be perfected before you can 
mechanically fabricate a door unit of guaranteed quality. 

This illustration points up the most important truth in the mechanical fabrication of components. The truth 
is: “It is not enough that equipment merely speed up fabrication, it must also compensate for errors and 
inaccuracies in men and materials.” 

Construction Automation equipment is the only equipment that has compensation capabilities. 

Fabricating door units with Construction Automation equipment results in a cost savings on materials, 
because you can use materials that are out of tolerance, even while producing units of guaranteed quality, 
and insuring greater equity in the finished house. 

The next time you’re approached to buy door equipment, ask about ‘Tolerance & Compensation.’ If the 
equipment doesn’t have these features, it is not Construction Automation equipment. And, if it is not 
Construction Automation equipment, it merely expedites the handling of materials that make up a completed 
door unit. It will not eliminate costly ‘Re-fabrication.’ 

For complete details write: Clary Corporation, Construction Automation Division, Box 562, Fort Worth, 
Texas. 


Another step toward COMPLETE CONSTRUCTION AUTOMATION 


CLARY CORPORATION CONSTRUCTION AUTOMATION DIVISION 
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GLUED-NAILED BOX BEAMS are an example of research on behalf of the light construction industry by the Lumber Dealers Re- 


search Council. 


LU-RE-CO 3-DAY sales and 
management clinic pictured 
above at Kansas City (June 2-4 
of this year) is one of many 
similar dealer training schools 
conducted by the Council. At 
right: Prof. Robert Seymour, 
University of Illinois; George 
Messner, National Plan Service; 
S. B. Slaughter, L.D.R.C. presi- 
dent; R. O. Harvey, University 
of Illinois; Raymon H. Harrell, 
executive vice president, 


L.D.R.C. 





LU-RE-CO 
Component Pioneer 
(begins on page 44) 





as engineering, construction and fab- 
rication. 

Through the federated associations 
of the National Retail Lumber Dealers 
Assn., Lu-Re-Co conducts a contin- 
uous program of dealer _ training 
schools, involving 20 hours of in- 
struction. 

Membership. Originally, Lu-Re-Co 
envisioned any dealer as a fabricator 
member of the Council. Through ex- 
perience, however, the Council found 
that only a portion of its members 
desired to actually manufacture the 
components, although some of those 
dealers wanted to sell the components 
as part of house packages. 

To enable a dealer of any size to 
sell Lu-Re-Co components, the Coun- 
cil developed a “manufacturer dis- 
tributor” membership classification. 
These firms fabricate Lu-Re-Co com- 
ponents and sell them to other dealers 
who do not desire to become man- 
ufacturers. Currently, the following 
companies are manufacturing distrib- 
utors: 

Building Materials Distributors, 
Rapid City, S.D.; Boise Cascade Yard, 
Boise, Idaho; Cicero Smith Lumber 
Co., Fort Worth, Tex.; Erb-Restrick 
Lumber Co., Royal Oak, Mich.; Grace 
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Harbor Lumber Co., Auburn Heights, 
Mich.; N-R Homes (Associated Cen- 
tral Lumber Co.), New Richmond, 
Wis.; Nuttle Lumber & Coal Co., 
Denton, Md.; Plastergon Wall Board 
Co., Buffalo, N. Y. and Standard 
Lumber Co., Spokane, Wash. 

Annual dues for a manufacturing 
distributor are $500. 

Dealers who want to support the 
Council may join at the following an- 
nual rates: 

* 1-10 employes, $100. 
* 11-50 employes, $200. 
¢ 51 and over, $500. 

Sustaining membership is available 
to building materials producers, whole- 
salers and other organizations who 
wish to support the Council finan- 
cially for further research programs. 
Annual dues, $500 for small firms, 
$1,000 for large firms. Current sus- 
taining members are as follows: 


Andersen Corp., Bayport, Minn.; Caloric 
Appliance Corp., Jenkintown, Pa.; Cincinna- 
ti gash & Door Co., Cincinnati, Ohio; Dierks 
Forests, Inc., Hot Springs, Ark.; Douglas Fir 
Plywood Assn., Tacoma 2, Wash.; Georgia 
Pacific Corp., Portland, Ore.; 

H-Brece, inc. Miami 42, Fla.; Institute for 
Essential Housing, Inc., Wayne, Pa.; Johns- 
Manville, New York, N. Y.; Kaiser Alumi- 
num & Chemical Sales, Oakland 12, Calif.; 
Lu-Re-Co Management & Sales Institute, 
Champaign, Ill.; Marvin Millwork, Warroad, 
Minn.; Masonite Corp., Chicago 2, IIl.; 

Minnesota & Ontario Paper Co., Minneap- 
olis, Minn.; Potlatch Forests, Inc., Lewiston, 
Idaho; Power Line Sales, Inc., Monterey 
Park, Calif.; Reynolds Metals Co., Richmond, 
Va.; Simpson Timber Co., Seattle 1, Wash.; 
Spotnails, Inc., Rolling Meadows, IIl.; 

Truss Prefab, Inc., Colorado Springs, Colo.; 
United States Gypsum Co., Chicago 6, Ill.; 
The Upson Co., Lockport, N. Y.; Weyerhaeu- 
ser Lumber & Plywood, St. Paul, Minn.; 
Wood Components Co., Eugene, Ore., Wood 
Conversion Co., St. Paul 1, Minn. 

Shield. To protect its name and to 
build quality recognition, a Lu-Re-Co 
franchised fabricator attaches a metal 
shield bearing an assigned manufac- 
turer number to each of his com- 


ponents. 


LU-RE-CO PANEL GOES UP 
near Indianapolis with aid 
of Davidson Southport Lum- 
ber Co. Workman (right) 
helps _ builder-customers 
learn the component erection 
technique. No change _ is 
made for assistance of the 
first Lu-Re-Co package by 
Southport, which markets its 
panelized houses to builders 
under the Estate Homes 
label. 


lowa Yard Fabricates Lu-Re-Co 
Components for Other Dealers 


TOLEDO, IowA—One of the most 
successful plans for cooperation be- 
tween retail lumber dealers and a mill- 
work jobber to control new home 
sales has been created in this Iowa 
rural area by Ed Springer, owner, 
Springer Lumber Co. 

After two years experience in fab- 
ricating Lu-Re-Co wall panels, Spring- 
er is now signing up other lumber- 
yards to sell his components, under 
the name E-S Homes. The Mason 
City Millwork Co., a wholesaler, han- 
dles the field representation. 

Springer fabricated components for 
18 homes since June. He now has 
seven lumber dealers under fran- 
chise for E-S Homes components. The 
Mason City firm supplies millwork 
and other material to the franchised 
dealers as part of the house packages. 

The first dealer to become an E-S 


The Lu-Re-Co Shield of Quality 
program is based on property stand- 
ards set forth in Bulletin No. SE-226, 
the engineering bulletin of the Federal 
Housing Administration. 

Size. Since 1948 the Council has 
sold 1,800 of its basic engineering kits. 
Raymon Harrell, executive vice pres- 
ident, estimates that about half the 
dealers who have purchased these 
kits are active in the component 
field today. 

Paying dealer membership is now 


September 25, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


Homes franchised yard was Froning 
Lumber Co., Luzerne, Iowa. Owner 
Bud Froning was contractor for a 
1,248 square foot E-S home in Belle 
Plaine, Iowa. The components were 
made by Springer Lumber and 
trucked to the job site by semi-trailer. 
A foreman from Springer’s helped to 
erect the structural components in a 
single day. 

A profit margin for the franchised 
yard is figured in each component 
package. Most of the dealers will con- 
tract the erection of the packages. 

The Toledo firm has fabricated 
components for about 20 homes in 
its own area, also handling erection. 
Although Springer is a member of 
the Lumber Dealers Research Coun- 
cii, the E-S Homes panels vary slight- 
ly in design from the Lu-Re-Co panel 
engineering details, he said. 


500 firms. 

This is below the number of dealer 
and wholesaler members once antici- 
pated by the Council. But it is still 
the largest and most active research 
organization devoted to component 
fabrication for the lumber and build- 
ing materials distribution industry. The 
contribution of Lu-Re-Co members 
in the trend toward Dealer Sales Con- 
trol and better construction methods 
is far beyond what their numbers in- 
dicate. 
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GOLD MEDAL LUMBER GOLD PLY PLYWOOD 


Pickering starts with fine natural quality in the tree... You get the best in Plywood when you specify Pickering 

and maintains this quality throughout all operations— Gold Ply Plywood. Finest equipment. Quality control, 

manufacturing, drying, grading, shipping . . . assuring assured DFPA grade stamped. Make your next order 
you the bestin... read Gold Ply Plywood. 

SUGAR PINE, PONDEROSA BOTH YOU AND YOUR CUSTOMERS WILL BE 

WHITE FIR, INCENSE CEDAR WELL SATISFIED WITH GOLD PLY PLYWOOD 


ILWAYS SPECIFY PICKERING WHEN YOU WANT TOP VALUE! 


PICKERING LUMBER CORPORATION 
Standard, Calif. (Near Sonora, Calif.) 
Teiephones: Sonora JE 2-7141, Tuolumne WA 8-4213 « TWX: Sonora 116-U ae COR ak : 
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~ it's easy to prepare effective advertisements 
with AlDservice mats 


Simplify the job of preparing your ad- = ¢ ADservice makes it easy to prepare effective 

vertising with easy-to-use A Dservice ad lumber dealer ads. 

mats. Anyone can turn out advertise- . , ’ : 

ments that bring in business, quickly * ADservice will cut the time it takes you to 

and easily with amazingly low-cost prepare an advertisement. 

ADservice ad mats. © ADservice makes it simple to prepare any 
ADservice offers you persuasive copy, size ad. 

top-quality illustrations and attractive ¢ ADservice offers you hundreds of top-quality 

layouts custom-designed by profession- illustrations for your ads. 


Is wh ialize in | - . . : 
eee ¢ ADservice supplies professional layouts for 


vertising. 
Used for years by hundreds of the your advertisements. 


best-known, most profitable lumber- ¢ ADservice gives you fresh copy for ads that 
yards because — is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


BUILDING MATERIALS MERCHANDISER 


59 EAST MONROE STREET + CHICAGO 3, ILLINOIS 
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Find Us Fast 
In The 


Yellow Pages 
pan 


#5 


This emblem wants to work for you 


Whenever people see this famous emblem, 
they’re reminded to ‘find it fast’ in the Yellow 
Pages. And when you associate your business 
... your name... with this emblem, you’re 
reminding prospects to find you in the Yellow 
Pages when they’re ready to buy. So—if you're 
advertising in the Yellow Pages now, it’s just 
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good sense to display this emblem in your 
other advertising, on your business vehicles, 
at your place of business. And if you aren’t 
advertising in the Yellow Pages yet, it’s high 
time you did. Call the Yellow Pages man at 
your Bell Telephone Business Office for details 
on how you can put this emblem to work. 
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m=: | | Component-Making 
And Delivery by 


Lu-Re-Co Dealers 


Field scenes from progressive dealer members of the Lum- 
ber Dealers Research Council. 
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PRECUT LUMBER from wholesalers and mills adds efficiency to Lu-Re-Co dealer-fabri- 
cator operations. Above, tractor lift of NR Construction Co. (Central Lumber) swiftly 
moves unitized, strapped precut loads into two trucks for delivery to fabrication plant 
and yard. More than 100 NR home packages were sold in 1960. 


JIG TABLE at NR Homes is 5’x9’ and makes 24” and 48” WINDOW TABLE at NR Homes squares all Andersen Strutwall 
panels, insulation and sheathing applied. Spotnailer stapler windows and doors. Plant has six full-time employes. S. B. 
is used. Slaughter is owner. 
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48x96” OR 48’’x104” PANEL JIG at Davidson Southport 
(Ind.) Lumber, has mechanical kick-out which removes finished 
panel. Note adjustable clamps mounted on jig. Clamps are 
opened before studs and plates are fitted into place and closed 
for nailing. 


AUTOMATED COM- 
PONENT SAW in use 
at Vandalia Sales, 
Vandalia, Ohio, one 
of the first dealers to 
make Lu-Re-Co panels 
on mass basis. Ma- 
chine above cuts all 
members at rate of 11 
per minute; double 
cuts and trims in one 
operation. Vandalia 
Sales includes Lu-Re- 
Co wall panel divi- 
sion; prehung door 
department; Truss 
Mart division. 


ROLLER PRESS for 
truss fabrication is 
common equipment 
for Lu-Re-Co manu- 
facturers, as shown 
above at Vandalia 
Sales’ Truss Mart 
shop. A 5-man crew 
can average 115 
trusses completed in 
an 8-hour day. 


(Gane ba! 

INTERIOR PARTITION JIG at Southport Lumber. Steel tape 
recessed into table and painted stud lines eliminate use of a 
rule. Dealer has been producing Lu-Re-Co homes since 1956; 
manufactured 80 complete packages in 1960 with four full- 
time employes, four part-time. 
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Component-Making 


(begins on page 52) 


EXTENDED RADIAL ARM POWER SAW in Lu-Re-Co TEMPLATES FOR STAIRWAY STRINGERS are cut in shop of Hurst Lumber. 
shop of Hurst Lumber Co., Ogden, Utah, which sold 25 Completed component is on table in background. This dealer precuts his 
panelized homes in 1959; produced 40 homes last own lumber. Lu-Re-Co manager N. F. Burton says: ‘‘The system is going 
year. Dealer has 250’x150’ building constructed for down the right track toward a perfect modular system where more 


component manufacturing. Sales are to builders. manufacturers will adhere to the 4’ module.” 
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WALL PANELS ARE STOCKPILED by some Lu-Re-Co dealer-fabricators such as Davidson's 
Southport (Ind.) Lumber Co., as shown above. During slack periods last winter, 750 panels 
were fabricated and stocked for use during the 1961 building season. This is one advantage 
of a modular 4’ panel system as compared to fabricating whole walls. 
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SHOP-BUILT TRUSS TRAILER made and used by Vandalia (Ohio) Sales Co., Lu- 
Re-Co manufacturer. Trailers are pulled by a Jeep. Note the gable truss which 


is completely sided, with louver installed. 
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TRUSS WAGON developed by Davidson Southport Lumber serves as a mobile 
truss rack. It is used to move trusses from manufacturing area to storage. 


PREBUILT COMPONENTS for a 3,400 sq. ft. ho 
by NR Homes, New Richmond, Wis. 


vered in a single load 


PREBUILT STORAGE 
BUILDING and Lu-Re-Co 
wall components are 
placed on regular deliv- 
ery truck at Hurst Lum- 
ber, Ogden, Utah. Fabri- 
cation shops can turn out 
variety of saleable small 
structures. 
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COMPONENT HOUSE PACKAGE of trusses and wall sections ready for delivery from Gold Star Homes plant which fabricates for 


seven lumber and building materials merchants. George R. Tyrrell, Jr., pictured, is plant manager. 


Dealer Co-op Cuts Component Costs 


Exchange of ideas, lower overhead and group purchasing 
power are some of the benefits derived by seven dealer mem- 
bers of Gold Star Homes of New England, Inc. New dealer 
plan is off to a good start; goal for 1962 is 400 homes. 


BRANFORD, CONN. 

EVEN DEALERS—six in New 

England and one from New York 
state—banded together early this year 
to manufacture Lu-Re-Co compo- 
nents in one plant to achieve maxi- 
mum operating economy and greatest 
efficiency. 

After three months of actual man- 
ufacturing experience, Gold Star 
Homes of New England, Inc. appears 
headed toward success. In August, the 
fabrication plant in a New Haven 
suburb was two weeks behind orders. 

In May the shop manufactured 400 
trusses, 200 wall panels and 25 gable 
ends. In June, the second full pro- 
duction month, components for 31 
complete house and commercial jobs 
were turned out. 

The production goal for this year, 
according to J. DeForest Venter, one 
of the dealer members, is 200 homes. 
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The goal for 1962, their first full 
production year, is 400 homes. Sales 
for this fall “look tremendous,” Ven- 
ter says. 

Besides Venter, who represents The 
DeForest & Hotchkiss Co., New 
Haven, Conn., the other dealer mem- 
bers are: 

Fred Dill, Dain & Dill Lumber Co., 
Carmel, N.Y.; George Loewenthal, 
Jr., The Gustav Loewenthal Lumber 
Co., Middletown, Conn.; Allen D. 
Rugg, Rugg Lumber Co., Greenfield, 
Mass.; Henry Maynard, Miner & AI- 
exander, New London, Conn.; Louis 
Price, Ridgefield (Conn.) Supply Co.; 
Robert Brainerd, Street Lumber Co., 
South Hadley Falls, Mass. 

Qualified membership. Dealer par- 
ticipation in the co-op component 
manufacturing program is open to all 
members of the Lumbermen’s Mer- 
chandising Corp., Philadelphia. Several 


other dealer members are keenly in- 
terested and may join, Venter reports. 

The component manufacturing 
plant, formerly used solely by The 
DeForest & Hotchkiss Co. for the 
manufacture of their own DeForest 
packaged homes, has been enlarged 
and realigned for greater efficiency 
and expanded production. George R. 
Tyrrell, Jr., a DeForest & Hotchkiss 
employe for many years, is plant man- 
ager. He has eight full-time employes 
and two part-time employes. 

The plant now consists of two build- 
ings, each 40’x60’ with a 20’x30’ sec- 
tion for fabricating prehung doors. 
Panels and window units are fabri- 
cated in one of the major buildings 
and trusses and gable ends in the new 
addition of the same size. 

After making a survey of the field, 
Gold Star Homes developed their 
own truss table, an adaption of one 
used by Voorhis Bros., Inc., Fishkill, 
N. Y. The 36’ table has wings, giving 
it 45’ maximum overall. A 50’ truss 
has been fabricated off this table. To 
secure an accurate pitch, jig blocks are 
set with bolts and wing nuts. 

For greater stability and faster pro- 
duction, Gold Star switched from a 

(continued on page 58) 
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Here’s what can 
happen to a DAP 
display rack— when 
you put it “up front” 
in your store! 


Talk about Turnover! Watch what this space-saving 
DAP display rack can do when you put it in a good 
traffic spot in your store! Dealers who’ve used it 
know the DAP rack moves more merchandise in a 
hurry — stimulates multiple sales, increases im- 
pulse buying. 

Why? Because the DAP rack reminds people of all 
the DAP products they need for countless do-it- 
yourself jobs around the house — caulking, glazing, 
patching plaster and sealing. 


What’s more, you'll find more and more people 
looking for DAP in your store. They’re pre-sold on 
all DAP products because DAP does the biggest 
advertising job in this business! 


Get your DAP rack with minimum order for fast- 
est-selling DAP Glazing, Caulking, Sealing and 
Spackling products... now! 


Now the full DAP line includes < DURATITE > products... 
WOOD DOUGH ¢ SURFACING PUTTY © WHITE GLUE 
HOUSEHOLD CEMENTS © METAL FILLERS ¢ PORCELAIN GLAZE 
LIQUID SOLDER AND OTHER FINE PRODUCTS 


September 25, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


















































































































































FREE with this order— rat 
$10.00 value DAP rack - = IA 


20 DAP Caulking Cartridges (2 cases) fas : 7 Py ¥ 


50 Rely-On Caulking Cartridges eT Glam | 
(5 cases) NETS tap Peer ietrr 
24 V2 pts. and 12 qts., DAP 
Spackling (2 cases) 
36 % pts. and 12 qts., DAP “33” 
Glazing Compound (2 cases) 
40 Tubes, DAP Kwik-Seal (4 cases) 
20 DAP 6 oz. Caulking Tubes 
(2 cases) 
10 DAP 12 oz. Caulking Tubes 
(1 case) 


DEALER COST 


DEALER PROFIT 
(on merchandise) 


$93.50 
$62.27 


DAP inc., General Offices, Dayton 31, Ohio 


I want to order the DAP Display Rack Special—and need 
the name of my nearest DAP wholesaler. 


NAME 





STORE 


ADDRESS 





CITY STATE 
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Component Costs Cut 
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glued-and-nailed truss to a metal truss 
plate. Curtis windows are used in the 
wall panels. 

DeForest, of course, delivers com- 
ponents to their builders with their 
own equipment; other dealer mem- 
bers rent delivery equipment. Trusses 
and panels for one house are handled 
in a single load. 

Working with real estate brokers, 
the New Haven firm has pushed its 
DeForest custom-designed homes 
through cooperative builders and real 
estate brokers for about five years. 
They have lots available in a dozen 
locations or will build through their 
contractor customers on the owner’s 
lot. 

Other dealer members of Gold Star 
Homes, some of them new to the 
component field, attended two meet- 
ings DeForest held with their con- 
tractor-customers earlier this year to 
explain their 1961 program. The deal- 
ers learned how DeForest helps a 
new builder get started on their pro- 
gram by sending out two men the 
first day a builder handles a DeForest 
home and other details of their pack- 
aged home operation. The _ seven 
dealer-members meet monthly at De- 
Forest headquarters to go over plans 


DeForest 


THESE ARE IGT A FEW OF THE MANY DEFOREST CUSTOM GESIGNED HOMES YOU MAY SELECT FROM, 


; | 
“i. ates 
| nee + fa 


et? sagen * 
en eal 


Tet wens 


a cola 


ORES mo 


MULTI-COLORED FOLDER showing location of DeForest ‘‘custom-designed’’ component 
homes also shows floor plans and perspective drawings. Components for six other 
dealers are fabricated at the former DeForest plant. Dealers such as DeForest con- 
tinue to market the house packages under their own name, although some may use 


the Gold Star Homes label. 


Advantages listed. Besides cutting 
their operating overhead and buying 
machinery that they otherwise couldn’t 
afford, participating members’ ex- 
change their house plans, cost sheets 
and contribute ideas for producing and 
merchandising homes. They also have 


power. Investment of each member 
in Gold Star Homes is on an equal 
basis. 

As individual dealers, there are 
many other advantages to the pro- 
gram, Henry J. Maynard, Jr., treas- 
urer, The Miner and Alexander Lum- 

(continued on page 60) 


and discuss problems. the advantage of group purchasing 





Building Materials 
Merchandiser 


How’s Business’? 


Building Materials Dealer Sales Pulse 


Marketing Regions 


Zone 9 
Pacific 


Zone 7 Zone 8 
West South Mountain 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


Zone 4 
East North 
Central 


Zone 1 Zone 2 Zone 3 
North Middle South 
Atlantic Atlantic Atlantic 


Sales: August ‘61 vs. 
August ‘60 . + % + 5% + 4% + % +-12% + 5% + eZ + 6% 
Sales: 8 months ‘61 vs 
8 months "60 .... —10% + BY — 5% + 8% + 5% + 2% — 6% 
Accounts receivable 
August 31 ‘6! vs 
August 31, ‘60 +- 5¢ —10% + 5% —10% 10% + 8% % + 5% 
Inventory: August 31, ‘61 
vs. August 31, °60 % +10% +-10% +10% 
Next quarter's sales 
estimate +10% +-15% 
August weather Excellent Good Good Good Fair Good Hot 


+15% + 8% +10% — 8% + 8% 


+10% + 8% + 5% +-15% +12% + 2% +10% 
Hot Good 


Union hourly wage scales of building trades workers rose an 
average of 2.6% during the second quarter of this year, the 
Labor Dept. said. This rise was smaller than for the corres- 
ponding periods of the four preceding years. Carpenters hourly 
average scales advanced 10.2¢. 


The weekly average of west coast lumber production during 
August was 95% of the 1956-60 average. The West Coast 
Lumbermen’s Assn. reported the industry’s unfilled order file 
at 467 million bd. ft., Aug. 31. 

Value of total new construction put in place in August 
amounted to $5.4 billion, the Census Bureau said. This was an 
increase of 1% over July and spending in August was 4% 
above the same 1960 month. 


Freight carloadings for the week ending Aug. 19 were 595,000 
cars, a rise over the previous week. 
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EMPTIED... more than 3 times a year! 


Thanks to ACME’S new stock control system for faster turnover, higher profits! 


That’s right. Aceme—and only Acme—gives you a new 
basic stock line with a plan. The plan reduces inven- 
tory, keeps stock turning over .. . all with minimum 
obsolescence, limited tinting, and minimum stock 
space. Write us for full details today! 
See us at the R.P.W.D.A. Show in Detroit 
November 18, 19, 20—Booth 151 


ACME auatity paints, inc. 


Detroit, Mich. » Burbank, Calif. » Garland, Texas » Newark, N.J. 


Acme Quality Paints, Inc. 
Dept. 1-91, Detroit 11, Mich. 


Please rush me full information on the new Acme 
paint inventory profit plan. 


NAME 
COMPANY. 


ADDRESS 


CITY. STATE 
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Cuts Component Costs 
(begins on page 56) 





ber Co., New London, Conn., com- 
mented: 

“As a company, we are very green 
as far as component parts are con- 
cerned. We do feel it is becoming a 
factor in our area and therefore en- 
tered the Gold Star Home operation. 
While new house prospects have been 
very scarce this year, we are talking 
and promoting component parts and 
a ‘package’ deal. We are looking for 
some experience before doing a real 
promotion job.” 


By offering component parts, adds 
Maynard, his firm has been able to 
convince people there is no secret or 
magic in the many prefab deals being 
offered. 

“We can offer whatever the com- 
petition offers—at a better price,” he 
says. Maynard solicits both contractors 
and homeowners. Erection is handled 
through builder-customers. Maynard 
hopes to sell six houses utilizing com- 
ponents this year. 

Another New England dealer mem- 
ber of Gold Star Homes, Allen D. 
Rugg, Rugg Lumber Co., Greenfield, 
Mass., summarized his experience in 
these words: 

“We have found we can sell the 





_ New ideas to make new profits! 
BENNETT 2-WAY PANEL SAW’ 


* Give custom-cut panel service, keep buyers 
from ‘shopping around.” 
* Balance inventory by precutting panels into 


“quick-sale” sizes. 


* Save manpower—one man cuts and handles 
panels in half the time. 

















Model 483-12 shown cross-cutting Formica 


Here’s the low-cost saw you need to save time 
and money cutting “new size” panels. Cuts are 
amazingly accurate, edges true and smooth. 
Mobile, it’s used in the mill or yard. So safe, 
unskilled help can run it. No need to lift or 
turn big panels. Uses 75% less floor space than 
table saws. Many more work-saving benefits! 
Choose from several models, priced from $287. 
Now made and sold by DeWalt, Inc. 








Saw swivels instantly 
into rip operation 





pe ae a ee ee — 


DEWALT, Inc., Dept. BM-961A, Lancaster, Pa. 


() Send me full details on Bennett Panel Saw 
( Send me free, 16-page DeWalt catalog 


eo | 
A Black & Decker SUBsivint 





Address. 





City. 





*U.S. Patent No. 2,833,320 


| | 

| I Name 
| 

bom 
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Gold Star Home, house-against-house, 
substantially cheaper than any other 
prefab or shell house we have yet 
come up against. Although prefabri- 
cated homes had not got much of a 
foothold in our marketing area, we 
found out that several component or 
shell house manufacturers were plan- 
ning to set up models and promote 
their houses in our area. With the 
Gold Star Home, we were able to 
jump the gun on them and hold the 
market practically 100%.” 

First experience. This is Rugg Lum- 
ber Company’s first experience with 
components. They expect to sell 6 to 
10 homes this year in the $14,000 
to $20,000 bracket and have just hired 
a salesman to work full time on this 
program. The new man is a former 
contractor who had spent 1% years in 
another state erecting Lu-Re-Co com- 
ponents. 

“The Gold Star system enables us 
to sell the complete house package, 
instead of depending on the builder 
to come to us and competing on a 
strictly price basis,” said Rugg. 

His firm sells both builder and 
homeowner customers with erection 
handled through Rugg’s builder-cus- 
tomers. Although some builders need 
some convincing, Rugg finds no an- 
tagonism. He is educating the builders 
individually on the advantage of com- 
ponents and promoting to the public 
through radio, newspaper and a model 
home at the county fairground. 

While the Gold Star Homes pro- 
gram will undoubtedly start other 
dealers thinking along the same lines, 
Venter pointed out one problem such 
dealers may face: getting any group 
of lumber dealers who have a reputa- 
tion for independent action in agree- 
ment with each other. 

Venter will explain the Gold Star 
Homes program at the National Re- 
tail Lumber Dealers convention in 
Chicago, Monday, November 6, on 
the panel, “Should Dealers Buy or 
Manufacture Components?” 


Gold Star Homes 
Plant Equipment 


Below is a list of the major 
pieces of equipment used in the 
Gold Star Homes plant: 


Truss press: Anderson Engineering 
and Manufacturing Co., Ft. Lau- 
derdale, Fla. 


Metal truss plate: Barbgrip, Ronel 
Corp., Opa-locka, Fla. 


Prehung door equipment: Turn-a- 
Bore Equipment Co., Ft. Worth, 
Tex. 

2 air hammers: Spotnails, Inc., 
Rolling Meadows, IIl. 

2 DeWalt radial saws and 1 new 
Delta saw 


8,000 Ib. capacity Hyster lift. 
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Marlite Colors and Patterns 
Complement Any Interior! 


Beautiful decorator colors. Authentic Trendwood® re- 
productions. Distinctive marble and design patterns. 
Whatever the interior, Marlite paneling is styled by 
American Color Trends to lend just the right decorative 


touch ... And you can recommend Marlite with confi- 
dence! Unlike many “finished” wall panels that dull with 
age and damage through use, Marlite’s soilproof baked 
plastic finish shrugs off grease, stains, mars—even heat. 
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Lumberman) 


Walls of Marlite stay like new for years, yet require only 
minutes of care. 

With Marlite, you can offer your customers almost 
unlimited decorating possibilities in both remodeling or 
new construction. If you’re not already handling profit- 
able Marlite, get full details now from your wholesaler, 
or write Marlite Division of Masonite Corporation, Dept. 
941, Dover, Ohio. 


Marlite 


plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Homes 
hLirhe-Co 


LITY GUARANTEED 
BY MFR. NO 


EXTERIOR WALLS of Wisconsin home by Lu-Re-Co dealer, featuring an experimental hard- 
board embossed panel with appearance of narrow clapboard, were erected before noon 
and entire structure was under roof by 5 p.m., despite inclement weather. Wood battens 
later were installed over the caulked joints. 


Lu-Re-Co Panel House Uses 
Cost-Cutting Hardboard Partitions 


Field tests indicate that new par- 
tition is nearing market stage. 
Panels are installed after outside 
room walls are painted. 


NEW RICHMOND, WiIs.—Design 
and application improvements in Ma- 
sonite Corporation’s experimental in- 
terior non-load-bearing component 
partitions, which are undergoing field 
tests by leading Lu-Re-Co dealers, re- 
cently netted an installation saving of 
$5.63 per lineal foot in comparison 
with conventional walls, according to 
James C. James, Jr., the company’s 
marketing manager of component 
panels. 

The new cost saving was achieved 
by Sam Slaughter, Jr., president of NR 
Homes, Inc., New Richmond, Wis., 
and president of the Lumber Dealers 
Research Council. Using a panel of 
earlier design in midsummer of 1960, 
Clarence A. Thompson, former Lu- 
Re-Co president, achieved a saving of 
$1.30 per lineal foot. 

The panels are 2’x8’x2” hollow-core 
7 construction with wood-grained hard- 

a oe ae — r board skins on both sides. Interior 
me supports are strips of insulation board 
CARPENTER DRIVES NAIL through top rail of the hardboard in- running lengthwise 3” o.c. 
terior panel in Lu-Re-Co house. Each panel is similarly an- The primary change in the panel's 
chored to floor runner. Before nailing a panel, the carpenter 
uses a level to make certain it is plumb. (continued on page 64) 
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For conventional construction or components... choose 
Southern Pine for strength, economy and performance. 





For wall framing... 


proper seasoning at the mill assures uniform size and stability. 


For roof construction... 


Southern Pine dimension is uniformly graded over its entire 
length. This permits simple beam, cantilever, continuous or 
tension loading as’ required for trussed rafters. These same 
qualities also apply to conventional rafters and ceiling joist 
construction. 


For joisted floors... 

the U. S. Forest Products Laboratory, America’s foremost author- 
ity on wood, in their Technical Bulletin 408 rate Southern Pine 
tops for hardness, toughness, stiffness, bending strength, and 
nail-holding power, all requisites for dependable joisted-floor 
construction. 





%* The Federal H&HFA says that the requirements for an all-purpose, full- 
length stress-rated grade to use in trusses and light framing is ‘‘most 
nearly approached today in SOUTHERN PINE." 


























“For quality Miller Homes, we use 
components built of dependable 
Southern Pine.” 


says J. Clifford Miller, Jr., President, 

Miller Manufacturing Company — 
Prominent Pre-Crafted Home Manufacturer. 
Richmond, Virginia. 


‘‘For trusses, wall units, and joisted floors... even 
for most of the interior and exterior finish... we use 
Southern Pine exclusively. That way, we save time 
and money, and still satisfy the most 

discriminating of our Miller Home Buyers.” 


SOU Y HW FE RN aa | N EF Write today for these free bulletins: .-.-----. 
- SOUTHERN PINE ASSOCIATION 


# = P. O. BOX 1170, NEW ORLEANS 4, LA. 
It s dry. tod pre-shrunk. a from the mills = Piease send the following technical bulletins: 


© Stress Grade Guide QO Trussed Rafter Data 


of Southern Pine Association. : © How to Specify Quality Southern Pine © SPA Buyers Guide 
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Cost-Cutting Partitions 
(begins on page 62) 





construction is a flush top rail, which 
previously was recessed to receive a 
1”x2” ceiling runner. While the 1”x2” 
perimeter framing of the panel still 
is recessed at both edges for a fabri- 
cated spline, the top and bottom flush 
edges are identical. 

As a time-saver, the ceiling run- 
ners were eliminated. Floor runners 
were retained so the panels could be 
firmly anchored, whether to a slab 
or finish flooring. A nail was driven 
into the gypsum ceiling through the 
top rail of each panel. 

Other cost-reducing methods which 
enabled Slaughter to cut his overall 
expense for the partition walls to 
$1,125.21, compared to a conven- 
tional installation which he estimated 
would have cost $1,655.06, were the 
use of surface-hung passage doors, ap- 
plication of strips of Masonite in a 
walnut finish matching the walls for 
base and cove trim, and a new method 
of drilling the panels for electrical wir- 
ing outlets. 

All the panels for the Slaughter 
job, as in previous field tests, were 
made by Masonite’s research and de- 
velopment laboratory at St. Charles, 
Ill. Included were the surface-hung 
passage doors and the bi-fold doors 


4 


WALL ERECTED IN LESS THAN AN HOUR in Wisconsin Lu-Re-Co home. Carpenter in 
foreground is nailing a T-shaped corner to the stile at the open end of the panel at 
the left. The wood strips were furnished with experimental panels. Carpenter at left 
is nailing panel to the ceiling. A 1”-square spacer block, visible above the carpenter's 
head in the foreground, assures identical exposure of the spline between all panels. 


for the closets. 

It took two men three days to erect 
the interior walls, doors and trim, the 
Lu-Re-Co dealer said, but his fore- 
man said on the second house his 






























































CHARLES E. DRAZEN, in front of trusses made in his North Haven, Conn., lumberyard. 


Prominent Dealer-Fabricator 
Predicts New Component Era 


NorRTH HAVEN, CONN.—Compo- 
nent fabrication as it is now practiced 
has a life expectancy not exceeding 
three more years. That’s the opinion 
of Charles E. Drazen, president, Dra- 
zen Lumber Co., who has been active 
in structural house components for 
almost four years through the Dra- 
zen division, Franklin Structures, Inc. 
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Drazen contends that wholesalers or 
manufacturers like Masonite, National 
Gypsum, U. S. Plywood and Homa- 
sote will eventually furnish the com- 
ponent cheaper and better than the in- 
dividual yard can manufacture it. He is 
in agreement with the “new component 
era” described in the editorial on page 
7 of this issue by BMM editors. 


men could do the entire job in two 
days. The matching trim—32” wide 
for the base and 112” wide for the 
cove—was applied with contact ce- 
ment. 
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“These guys are not going to sit 
back and pass up this market,” as- 
serts Drazen. He predicts that com- 
petition will eliminate many compo- 
nent fabricators by 1965. 

Although some of the lineyards and 
groups of cooperating dealers like 
Gold Star Homes of New England 
(see page 56 this issue) may stay ac- 
tive, others will be unable to meet 
the growing competitive squeeze as 
fabricators, declares Drazen. 

His comment is made in face of 
plans for his fabrication expansion 
from 8,000 to 14,000 square feet. 

The present period of active dealer 
manufacturing is of great benefit to 
dealers, however, he added. It has 
given dealers time and experience to 
develop sales organizations for com- 
ponents, in whatever form and from 
whatever source they may come. This 
will enable alert dealers to control 
sales through package assembly and 
merchandising. 

Drazen’s homes range from a shell 
package with a 15-year finance plan 
to $50,000 pre-engineered residences, 
also cottages and garages. He be- 
lieves he will sell more home packages 
this year than last when he sold 
around 100 complete homes. He said 
that more Drazen homes are being 
sold to small builders this year. 

“Over 65% of our package homes 
are sold to contractors, which indi- 
cates we have a very competitive pack- 
age, quality and otherwise,” he said. 
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stallation .. . with the wainscot 
on the panel, the molding is 
added and the job’s done. It’s 


also factory finished, needs no 

paint. Easy to sell at about 22¢ 

GARAG E per square foot, retail. Garage 

Li | ER Liner is available in 44” V- 

SELL groove 4’x8’ panels, perforated 
asa 


ITS MANY °“"" 
USES! 


You know this new heavy-duty 
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hardboard with the wainscot 
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right on it as Garage Liner... 


but consider its other very sale- 
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able uses. Your customers will 


find it ideal for storage wall any- 
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impressed with the ease of in- 
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Junior's tidiness is encour 
aged with the easiest kind 
of storage space! 
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Hard to find a more useful 
addition to a home work- 
shop area! 
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b, : 
Milady’s hats illustrate an 
ideal use|. . . closet walis! 


, ) GEORGIA-PACIFIC 


plywood e¢ lumber « redwood « hardboard « pulp 
paper ¢ chemicals 


Georgia-Pacific, Dept. BMM-961-H, Equitable Bidg., Portland 
4, Ore.: Please send sample of your new Garage Liner and 
information on complete line of hardboards. 





Bathrooms are usefully Name Address 


beautified . . . panel paints 
easily—perfect for shelves! City County State 
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~ Lindstey Gumtree ¥ 


GIANT SUPERMART in Carol City (top picture) is typical of the Lindsley do-it-yourself 
yards in metropolitan Miami. These yards are located along heavy traffic routes 
with plenty of private parking space. Another branch is pictured directly above. 


MASTERS OF 
MASS MERCHANDISING 


® The flamboyant but little-known Lindsley Lumber Co. serves the do-it- 
yourselfer ‘‘with 16,000 items"’ in 22 stores stretching 351 miles along 


the Florida coast, plus six more stores on the Gulf Coast. 


® Giant supermarts, promoted by colorful newspaper spreads, offer 
everything from paneling to Pago-Pago rugs. Self-selection is encour- 
aged, but salesmen are really on the ball. 


® Here is the first detailed report on the south's biggest and most unusual 
lineyard organization, with sales to contractors and homeowners ap- 
proximating $11 million annually. 
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Lindsley” 
Lumber 


¥ Y 


MIAMI 


NE OF THE LARGEST and 

smartest supermart operations in 
the building materials field is Lindsley 
Lumber Co. It is also one of the least 
known. 

Dotting the east coast of Florida 
for 351 miles from Key West to Mel- 
bourne, with a concentration of super- 
marts in the metropolitan Miami area, 
are 22 Lindsley yards. Six additional 
Lindsley yards are situated on the 
Gulf Coast around Tampa, St. Peters- 
burg and Clearwater. 

With 28 yards currently operative 
in the state, many of them quite small, 
Lindsley is the largest lineyard opera- 
tor in the south and still growing. 
Sales, both wholesale and retail, are 
unofficially estimated at around $11 
million. 

Although it is the largest lineyard 
organization in the south, and com- 
mands nationwide attention in indus- 
try circles because of its aggressive 
advertising and merchandising _poli- 
cies, it has also established a reputa- 
tion as a “lone wolf,” albeit a very 
successful one. 

While Lindsley does cooperate with 
other dealers in labor negotiations and 
exchange of credit information by in- 
dividual yards, the organization has 
been officially shunned for years by 
the Florida Lumber and Building Ma- 


DO - IT - YOURSELF- 
ERS are _ Lindsley's 
principal supermart 
customers. They usu- 
ally load their own 
materials. 


terials Dealers Assn. 

This reputation as a “loner” has 
been fostered further by a traditional 
iron-clad, anti-publicity policy effec- 
tive from top-level management to 
trainee. This article, for example, sub- 
mitted to the Lindsley management for 
checking prior to publication, is never- 
theless published without their com- 
plete approval. 

The Lindsley operation offers les- 
sons in merchandising and promotion 
that are not duplicated as effectively 
elsewhere, at least in the south. Some 
of their competitors, admittedly, 
would like to copy the Lindsley success 
formula—if they had the resources 
and know-how. (See competitors’ 
comments elsewhere in this article.) 

Because no information has been 
available from official sources, the 
business press—heretofore—has _bare- 
ly mentioned the Lindsley name. 

One exception to Lindsley’s distaste 
for publicity is the articles and pic- 
tures which regularly appear in the 
Miami press when Lindsley opens an- 
other supermart outlet, a fairly fre- 
quent occurrence in recent years. 

Worthwhile visit. Even dealers who 
have been Lindsley competitors for 
years know very little about the or- 
ganization, except what is visible to 
the eye. That in itself is sufficient to 
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lure out-of-state dealers, visiting the 
Miami area, into a Lindsley supermart 
where they can learn a lot about dis- 
play, promotion and pricing just by 
walking around and making a few 
notes, as many do. 

Strangers to Florida quickly become 
acquainted with the Lindsley name. Py- 
lon signs announcing a Lindsley Lum- 
ber Co. “Building Materials Shopping 
Center” are visible a long distance 
away, and strangers are drawn to the 
sprawling all-white supermarts with 
flood-lighted parking areas to en- 
courage night shopping. 

Multi-colored banners and _ pen- 
nants, with a U. S. flag in the center, 
wave from each supermart located on 
heavily-traveled highways. The ex- 
terior of each building is stark white 
with jet black letters listing major 
products and proclaiming Lindsley’s 
as “The World’s Most Unusual and In- 
teresting Lumber Yards—over 16,000 
Do-It-Yourself Items.” 

The supermarts themselves, flashy 
from the exterior, represent a mini- 
mum construction investment with a 
steel frame roof and cement block 
sidewalls. Overhead garage doors, as 
many as 24 of them, eight on each 
wing and eight in the center, open up 
the entire store to the customer. Strips 
of neon lights keep the interior well 
lit. Some of the larger Lindsley super- 
marts, like the branch in West Holly- 
wood and one in Carol City, exceed 
16,000 square feet. 

Mass displays of building materials 
are the rule inside the store. Little at- 
tention is paid to fixtures as such, but 
a great deal of attention is given to 
the merchandising of products. Imme- 
diately evident are these merchandis- 

(continued on page 68) 


STARS INDICATE 
SITES of Lindsley’s 
28 yards in Flori- 
da. 





“CHOICE GRADES—HANDI-LENGTHS” reads the sign 
on this price-marked bin of shorts with longer lengths in 
adjoining bins. 


ogg 
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DO - IT- YOURSELFERS ARE 
ATTRACTED by dozens of 
unusual items not stocked by 
the average lumberyard and 
they are displayed in a way 
that catches the eye. 


LUMBER MERCHANDISERS have steel arms on either side 
up to six tiers high to handle variety of species and 


sizes. Sizes, species and prices are tagged at the end of 
each fixture. 


U-SHAPED CHECKOUT COUNTER. Sign 
reads “All returned materials must be 
accompanied with purchase invoice.” 
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ROLL GOODS in matchstick bamboo draperies and plastic lam- 
inates are featured along with plastic room dividers. 


sche 


LAWN AND GARDEN SUPPLIES wth heavy emphasis on garden 
tools and lawn fertilizer are examples of Lindsley’s mass merchan- 
dising. Note wall display of guttering. 


PANELING AND CEILING TILE are combined in backwall display 
in newer supermarts. 





Lindsley Merchandising 


(begins on page 66) 





ing principles: 

1. Mass displays of products to cre- 
ate attention. 

2. Identification of these products, 
frequently with Lindsley’s own 
trade name. 

Price cards are prominent every- 
where. 

Prompt, courteous, informed 
salesmen. 

Many items to stimulate impulse 
buying and increase store traffic, 
especially women. 

Pajamas and plywood. Besides a 
complete range of building materials 
and specialty items, the supermarts 
also feature such exotic items as Im- 
perial Dragon pajamas, Pago-Pago 
rugs, hand-painted dancing girls and 
pictures ($1.98) from the Far East. 

Among the many products seen in a 
Lindsley supermart are the following: 
lumber, plywood; aluminum screen 
doors, aluminum screening; perfo- 
rated hardboard; drapery, cabinet and 
household hardware, also builders 
hardware; paint and a wide variety of 
paint accessories; “‘install-yourself” 
bathroom fixtures; aluminum ladders, 
mail boxes, medicine cabinets; exten- 
sive displays of lawn and garden 
goods; foam cushion and _ blanket 
foam in a great variety of thicknesses 
and sizes; folding doors and bamboo 
rollup shades; all types of fencing and 
chicken wire; guttering, ceiling tile, 
plastic laminates; plastic wall tile; 
wood and metal moldings. 

While price is featured everywhere, 
quality is often emphasized as well. 
“Quality and dependability” is another 
Lindsley slogan. 

Extensive inventories of lumber and 
plywood are maintained on the sales 
floor, but no cutting is done on the 
premises. Plywood shorts are shipped 
by the carload from a northwest mill. 
Inventory is filled from a general dis- 
tribution yard. 

Although self-service is encouraged 
in all the Lindsley supermarts, sales- 
men are readily available for advice 
and help. In no store visited by BMM 
reporters have salesmen been more 
alert than in the three Lindsley branch- 
es inspected. 

Each salesman is identified by name 
tag—with title, if he has one. Every 
one is a hustler. A customer is not kept 
waiting long at Lindsley’s. A non-buyer 
will constantly be approached with a 
friendly, “Can I help you?” 

While business in the supermart 
yards is almost 100% homeowner, do- 
it-yourself and small contractor-car- 
penter customers, large contractor 
business accounts for the greater dol- 
lar volume. This business is serviced 
from a separate yard. 

Name-brand products are displayed 
throughout the store and departments 
are well signed in the newest Lindsley 
stores. Sidewalls are used effectively 

(continued on page 70) 
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for product displays and heavy em- 
phasis is on do-it-yourself. Collapsible 
shopping baskets are available to facil- 
itate self-service. Items like fencing 
are displayed close to the well- 
marked parking lot, but are chained 
off to discourage pilfering. 

Low-priced hand and power tools 
are pushed extensively from separate 
tables in three price brackets (58¢, 
79¢ 97¢ and assorted prices). A “big 
name brand” %4” electric drill was 
seen offered for $9.98, “reg. $18.88”. 

Package selling in these stores is 
limited to such items as precut mate- 
rials for a picnic table and ‘“Easy-to- 
Erect steel storage sheds,” labeled 
“Wives delight.” One of the most suc- 
cessful combination packages, and 
one any dealer can push, is the coffee 
end-table package with plywood cut- 
outs in kidney, round and oval sizes 
with appropriate finishing materials 
and choice of legs. 

Ads hit hard. Lindsley’s frequent 
multi-product ads usually occupy a 
two-page spread in the Miami Herald 
with a column of editorial reading 
matter on the outside of each page. 

Most every item is illustrated and 
prices are printed in red. Items range 
from sawdust shavings to red cedar 


closet lining, with heavy play on 


Lindsley’s is a Family Business 


One reason for the rapid growth of 
Lindsley Lumber Co., observors point 
out, is that this firm was organized 
and grew in Miami’s heyday. This is 
true, but does not depreciate the fact 
that the Lindsleys had the foresight 
and merchandising skill to capitalize 
on the business times. 

Augustus R. Lindsley, Sr., was in 
charge of retail sales for the South 
Bend (Ind.) Lumber Co. before mov- 
ing to Miami to open the Lindsley op- 
eration in 1925. He is now 74 and 
chairman of the board. 

Two other brothers, active in the 
business for many years, are John V. 
Lindsley, 77, the president and Will 
S. Lindsley, 66, a vice president. John 
was originally active in the building 
materials field in Newark, N. J. and 
Will worked for several lumber firms 
in Detroit. 

Charles T. Broder, 45, executive 
vice president and general manager, 
worked for a certified public account- 
ant in Boston before joining the 


paint and dozens of specialty items 
from plastic filigree room dividers to 
bedboards, drapery hardware, plastic 
wall tile and matchstick bamboo 
rollup blinds. At least one column is 
usually devoted to precut lumber and 
plywood items. Copy is short, hard-hit- 
ting and descriptive. 





HOTTEST 
PROFIT MAKER 
IN YEARS 


“FOR 30,000,000 HOMES WITH 
WARM AIR HEAT 


Lindsley organization in 1946. Ed- 
ward C. Wilson is a vice president in 
charge of purchasing. Richard Spauld- 
ing is treasurer and assistant secretary. 
John F. Riley is vice president in 
charge of west Florida operations. 

Augustus R. Lindsley, Jr., 54, son 
of the board chairman, is a vice presi- 
dent and Robert S. Lindsley, 35, son 
of Will S. Lindsley, is a director. 

Lindsley Lumber Co. was originally 
called Dania Lumber & Supply Co. 
and still operates wholesale yards 
under that name in Dania, Miami, 
Hialeah, and Tampa. Wholesale lum- 
ber purchasing is handled by another 
affiliate, Lindsley Wholesale Lumber 
Co., Inc. while steel purchasing is 
through Lindsley Steel Co. Another 
subsidiary is Southern Mortgage Serv- 
ice Co., Miami. 

Headquarters yard in Miami oc- 
cupies about 60,000 square feet with 
a fleet of trucks for customer and in- 
ter-yard deliveries. The firm has over 
350 employes. 


Prices get special attention. The 
“regular price” frequently is shown 
in black ink, the “special” price in red; 
some items show the “others ask” 
price or “compare with mail order 
prices.” 

Ads sometimes carry copy that 
says: “Price-proof. Prices that prove 
we want your business .. . we want 
you to save—in fact that’s our policy 
and reason for being in business.” 

Lindsley tag. One characteristic of 
Lindsley’s ads is the descriptive terms 
which they have adapted as a means 
of identifying products exclusively 
with the Lindsley name. Some exam- 
ples: “Super” western red cedar 
boards; “Shasta” studs and “Extra 
Choice Golden Grain” paneling. 

Some dealers in the area who have 
been critical of the flamboyant adver- 
tising and merchandising policies of 
the firm are moved more by jealousy 
than anything else, observed one com- 
petitor. One Florida dealer frankly ad- 


Now Monitor brings you amazing Boostair 
... the exclusive, patented, fully auto- 
matic unit that helps any hot air system 
deliver uniform heat to every room in 
the house. Field tested and proven... * 
will raise the temperature of a cold 
room up to 10° when the existing reg- 
ister is replaced with a Boostair unit. 
Not a heater, but a thermostatically con- 
trolled air flow system that automatically 
draws warm air thru the register in those 
cold rooms starved for heat because of 
too long ducts or too many elbows. Ad- 
justable thermostat turns Boostair on 
when furnace goes on... shuts it off 
when furnace goes off. 

Retail price $29.95 complete... high 
profit possibility. Free display rack. 
Backed by dynamic newspaper, magazine 
and TV advertising. 


NEW MONITOR 
BOOSTAIR 


for warm air 
heating systems 


MAKES ANY 
COLD ROOM 
IN THE 

HOUSE 
COMFORTABLE 


JOBBERS, 
WHOLESALERS, 
REPRESENTATIVES 
PHONE, WIRE OR WRITE TO GET 
IN ON MONITOR BOOSTAIR ... THE 
HOTTEST NEW PRODUCT IN YEARS 


mitted stealing Lindsley’s advertising 
illustrations by having them _ photo- 
graphed for his own use. 

While the Lindsley organization has 
expanded along with the Miami metro- 
politan area, the management has en- 
deavored to maintain a folksy image 
of the business as a family affair with 
roots close to their customers. 

Perhaps the most effective exhibit 
in support of this image is the en- 
larged colored photograph of John A. 
Lindsley, the founder, seen hanging 
from the ceiling in many of the stores, 
with the following quotation taken 
from his diary: 








Perfect for do-it-yourseifers 
instalis in minutes. Plugs into 
any electrical outlet. Four stand 
ard sizes fit 95% of home 
heating systems 


“If 1 have wounded any soul to- 
day, 

If I have caused one foot to go 
astray, 

If I have walked in my own willful 
way, 

Dear Lord, forgive.” 











MONITOR Equipment Corporation 
640 West 249th Street, New York 71, N. Y., Phone K! 3-5400 
In Chicago: Room 1123A, The Merchandise Mart, Phone SU 7-2547 
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What Lindsley’s Competitors Say About Them 


HAT THE COMPETITION 

thinks about your business is 
revealing and oftentimes constitutes a 
valuable surface analysis of your oper- 
ation. These candid opinions of the 
Lindsley yards and their operating 
policies were expressed by competitors, 
who have observed this aggressive firm 
for many years. 

On advertising: I think the fault 
with Lindsley’s advertising is the wrong 
or misleading terms they use for ma- 
terials: “choice” plywood; “velvet” 
pine; “Shasta” studs, for example. 
—Dealer No. 1. 

I think their advertising and promo- 
tion is progressive, very much so. I 
wish all lumberyards in our associa- 
tion could compete with them on this 
basis, but we can’t possibly match it. 
Their advertising is the secret of their 
success.—Dealer No. 2. 

Their advertising is something to be 
reckoned with. They give a name to 
everything that is not indicative of the 
lumber industry’s standard names. 
Who the hell ever heard of “velvet” 
pine? Advertising-wise, they're good 
flag wavers! I envy their promotion. 
I can't seem to do it—Dealer No. 3. 

While I believe Lindsley’s advertis- 
ing is wrong, I blame the condition on 
the lumber industry itself for not hav- 
ing come out with clear-cut designa- 
tions. However, this type of advertis- 
ing has created a consumer awareness 
of do-it-yourself —Dealer No. 4. 

Their advertising is very  well- 
planned, attractive and appealing. Con- 
sequently, they do have their own 
names for some species of wood, but 
these are not misleading to the point 
of untruthful advertising. We all envy 
their merchandising ability—Dealer 
No. 5. 

On Price: It’s a mistaken idea that 
Lindsley is cheap. Lindsley works a 
retail trade that doesn’t know mate- 
rials, consequently they buy cheaper 
materials and sell them at the same 
price that I probably sell for in a little 
better quality. More power to them! 
Their pricing doesn’t hurt me. I find 
we sell as cheaply as they do. Occa- 
sionally, they come out with a few 


specials, but as a general rule I’d like 
to sell at Lindsley’s prices every day of 
the week. Our prices are comparable 
with theirs at retail and we have a very 
nice profit markup.—Dealer No. /. 

Although their competition in pricing 
is very realistic, you can _ subsist 
against it very well. Lindsley leans 
toward the beer and pretzel crowd, 
the fellow who has a pinched pocket- 
book and who thinks he’s getting a lot 
for his money. Their buying proce- 
dure is to bid at various mills and a lot 
of times they get pure junk, but they 
get price on the deal and peddle 
it off to customers.—Dealer No. 2. 

Frankly, I don’t worry much about 
them. I can beat them by price and 
quality on comparable merchandise. 
They've done a lot for me. I've 
learned from them. I’ve raised my 
prices more often than I’ve lowered 
them because of them. They’re good 
competition. I can compete with Linds- 
ley whereas I can’t with some of the 
so-called more ethical yards which sell 
at contractors’ prices.—Dealer No. 3. 

They do not have a reputation for 
being a price-cutter in our area. They 
have worked with other dealers in 
trying to hold prices high enough to 
insure profit. We have never found 
them giving merchandise away.—Deal- 
er No. 4. 

Lindsley doesn’t buy cheaper than 
we do on the same quality of mate- 
rials. Where they probably have an 
advantage at times is in picking up dis- 
tress cars, shorts, etc.—Dealer No. 5. 

As competitors. Lindsley’s local 
manager has been very cooperative 
with other dealers on matters of price 
cutting, exchange credit information, 
labor and other management prob- 
lems Lindsley has the tightest credit 
policy in this area. It is common 
knowledge among lumber dealers that 
if Lindsley sells them, they pay their 
bills. I can only speak for Lindsley’s lo- 
cal operation, but if this is a criteria of 
their overall operation, I say that our 
industry needs aggressive companies 
like theirs. Their success speaks for it- 
self—Dealer No. 1. 

They don’t try to dominate the mar- 


ket or overwhelm competition. They 
have a terrific operation. I just wish I 
had one similar to it. The majority of 
my trade is former Lindsley custom- 
ers. Lindsley is a big operator, but 
they don’t have the personal touch 
and don’t go out of their way to 
please. Everything being equal, the 
customer will buy from us because of 
personal service, even though we 
might get a small premium over their 
prices.—Dealer No. 2. 

I regard them as keen, but realistic, 
competition. I think they’re tending to 
get more steady customers now. In the 
past, their trade has been the one-stop 
shopper.—Dealer No. 2. 

Lindsley is good competition 
They're good merchandisers. Frankly, 
I wish I could do as well. They appeal 
to the ladies with all that Japanese 
stuff, but they’re also appealing to the 
customer who doesn’t know much 
about Iumber—the people who buy 
from appearance and price.—Dealer 
No. 3. 

Commented one dealer: 

“I have been a customer of Linds- 
ley on many a Saturday afternoon 
and Sunday morning, strictly because 
of convenience. I find their retail 
building materials prices are very high 
with the exception of an occasional 
leader item.” 


Important Decision 


Lindsley Lumber Co. celebrated 
its 80th anniversary last month 
with a month-long promotion, in- 
cluding free customer registration 
for over $9,000 in door prizes. 

An important excerpt from the 
80-year-old diary of John A. Linds 
ley, the founder, was reprinted 
last month in the Ft. Pierce (Fla.) 
Shopper. It read: 

“Phil and I cut some wood. Had 
a talk with Uncle John in ave. 
about going into the lumber busi- 
ness with him. Concluded to do 
so.” 

That was the beginning of a 
multi-million dollar building mate- 
rials business in southern Florida. 








NOW! NEW! 


A tried-and-proven fabrication plan that 
means hundreds of dollars savings on 
every job, in labor, time, equipment and 
engineering: 


@ Speeds building completions 
@ Requires only one jig table 
@ Makes trusses to fit every roof 
need 
Compare With Any Other Program: 
COMMON $ENSE WILL SPELL OLYMPIC 


Write, wire or phone collect 





UP TO $450 ADDITIONAL PROFIT ON EVERY 





HOUSE USING THE... 


TRUSS SYSTEM 
OLYMPIC TRUSS PLATE CORPORATION 


4062 N. E. 5th Avenue, Ft. Lauderdale, Fla. 
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TUCKER'S 
DRIVE-IN 


LUMBERTERIA 


D017 YOURSELF 
HEADQUARTERS 


SIGNS ATTRACT 
the attention of 
motorists on heavi- 
ly-traveled Univer- 
sity Blvd. in Jack- 
sonville. Besides 
this do-it-yourself 
cash branch, Tuck- 
er operates two 
conventional yards. 


Mb 
TO BUILD 


Anythinf 











U-SHAPED YARD has store in center and 
price-marked bins of lumber and other 
building materials on either side. Over- 
head and sliding garage doors close off 
the store and materials bin at night. 
Backup stock for this store is quickly de- 
livered from the main yard. Store han- 
dies 200-300 cash customers on Satur- 
days. 


Hardware .- Store Business 


SATELLITE YARD 


xclusively 
or Handymen 


Bustling branch location attracts do-it-yourselfers, who heed 
Florida dealer's slogan: ‘‘Pay and pack and save your jack."' 


JACKSONVILLE, FLA. 

NE OF THE NEATEST small 

yards anywhere, exclusively for 

the handyman-homeowner customer, 

was opened early this year by Samuel 

J. Tucker, who also has two other con- 
ventional yards in Jacksonville. 

Tucker’s “Drive-In Lumberteria,” 
as he calls his yard for the home han- 
dyman, is on a 200’x100’ plot just off 
a heavily-traveled city boulevard. The 
store (20’x50’) is open across the front 
during business hours, 8 to 6, but 
closed at night by sliding garage 
doors. 

The yard layout is in the form of 
the letter “U”, with the store at the 
rear and self-service bins for lumber 
and other building materials on either 
side. The asphalt-paved parking lot is 


especially busy on Saturdays when 
200-300 cash customers are the rule. 

On Saturdays, the three regular 
salesmen, all of whom have served as 
managers of Tucker’s other yards, are 
helped by two part-time salesmen. In 
addition to a prime location, customer 
traffic is promoted by display newspa- 
per advertising featuring products and 
prices, including cash-and-carry spe- 
cials for all three yards. 

Everything is piece-priced in the 
store and bins. Full-size paneling 
sheets, priced and identified, are found 
around the walls of the store which 
also handles such items as paint, nails, 
roofing, doors, mirrors; sliding door 
hardware; cabinet hardware; drapery 
hardware; moldings, hand tools and 
patio fencing. 
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SMALL STORE displays wide vari- 
ety of merchandise neatly and 
conveniently. Outdoor area _ is 
used effectively for plywood and 
other sheet materials on mobile 
platforms. Walls are used for 
paneling and hardware displays. 


The lumber stock includes con- 
struction grades as well as clear fir 
and clear redwood. No cutting is done 
in the yard. 
“Customers expect too much for 
nothing,” observed one employe, “and 
if we don’t have a saw it eliminates 
the problem.” Staple guns and post 
hole diggers are rented. 
The small yard also offers such 
services as glass cutting and pipe cut- 
ting. Unusual features are the sand, 
cement and gravel bins on one side of 
the yard, along with pipe storage; all 
cleverly concealed by a dividing wall 
from the rest of the yard. clude $3.25 for sand, a quart of paint radius. They keep coming back be- 
Sand boxes made up by Burt Grif- and finishing materials—a total sale cause the Lumberteria is a clean, fast, 
fin on the spot move fast—seven were around $11. convenient place to “Pay and pack 
sold one Saturday. Besides the 4x4 Most of Tucker’s handyman yard and save your jack,” as the Tucker 
box at $5.99, a typical sale will in- customers come from a 10-15 mile ad says. 


STALEY BULLOCK points to sample iden- 
tity price tag found over each bin. 


4 

ROLL UP THE OVERHEAD DOORS and 
Tucker is in business. Building is little 
more than a covering for the lumber bins. 
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(Here's the one that ) 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 








it WORKS BETTER. 


tty d not ink. Absolutel 
ks and stays put. You can sz 
t or polish it to a velvet smooth 
h. Eas} Keeps indefinitely. So 
nical. Just mix with water as 
i. ¢ Packed twelve 1-lb. cans or six 
b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 31 on Handy Cover Card 


to use, 


lie 


MORE THAN 60 Rilco laminated rafters 
were used in huge 70’x290’ dairy barn 
at Antioch, Ill. Rafters stretch 54’8” on 
each side to 359” ridge. Dealer sold 
103,000 bd. ft. of lumber for job. 


Lumber (103,000 bd. 


KENOSHA, Wis.—Biggest order of 
building materials ever sold by Andy 
Fennema, Andrews Lumber Co., was 
the order that went into the large 
dairy barn near Antioch, Ill., pictured 
above. 

It took more than six carloads of 
materials to build the above-ground 
part of the barn. 

“We had been doing business with 
Fox Brothers contracting firm for 
years,’ Fennema said, “but a lot of 
other lumber dealers in the area were 
also bidding for this big job. We 
finally got the job and _ furnished 





EXECUTIVES OF ANDREWS LUMBER CO., 
Kenosha, Wis., which supplied roofing, 
framing and siding for Antioch barn, 
are president Andrew Fennema, center, 
and sons Andrew Il, left, and Ray, right. 


ft.) for Giant Barn 


103,000 bd. ft. of 
the big barn.” 

The new dairy barn will serve as 
a central milking and storage struc- 
ture for a northern Illinois dairy. 


lumber alone for 


Spotnails Expands 


ROLLING MeEapows,  ILL.—Spot- 
nails, Inc. has moved into what the 
company says is the largest plant de- 
voted to production of portable nailing 
machines and long fasteners, located 
in this Chicago suburb. 











THINKING OF PUTTING IN A TRUSS SHOP? 














iii 
oT 


oO J 





1. Whot type of system would be best suited for your operat’on? 2. What kind of production docs your 
area warrant? 3. How much of an investment is required? 4. How much space will you need? 5. How 
do you set up the shop? 6. How will you merchandise your product? 7. How will you promote it? 
To answer these and other quest ons, write or wre today for dctails of our complete program. 


Truss Plate Corporatior 
4060 N. E. 5th Avenue 
Oakland Park, Florida 


rc 
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Circle No. 33 on Handy Cover Card 


new packaging 
with consumer 
appeal...for eas- 
ier display... and 
more impulse 


sales! 








LEARN ALL ABOUT 


Cash & Carry 


Lumber & Building Materials Yards 


@ Award-winning field reports from this 
magazine now available in a 1961 trend 
reprint—$1 a copy. 


@ Send remittance with order to: Reprint 
Fditor, 
diser, 59 E. Monroe, Chicago 3, Illinois. 


REPRINT SERVICE — Building Materials Merchandiser 


Building Materials Merchan- 
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SPSOHSSCHSSCHESSSEHESHESLOSESSEESESEEEE 


’M ALL 
DRESSED UP, 
END STAMPED 
AND WAXED. 


i 
wall SPACE 


ADD-ALIGN, BEAUTY-BLENDING SHELVES, STANDARDS, BRACKETS 


Soar to new heights of wall beauty. Explore new worlds of 
wall space. Only your imagination can limit the flexibility and 
individuality of wall decor with ‘‘Champion’’ color-cued dec- 
orator shelves and shelving materials. So versatile, so inex- 
pensive, so easy to do-it-yourshelf ! 
18” ADD-ALIGN SHELVES—Perfectly tailored to extend to 
any wall length. Edge curled and reversible. Gold-Dusted 
Ebony Black or Decorator’s White. 
12”-72” ADD-ALIGN STANDARDS—Dovetail flawlessly to 
any desired measure. 6 Decorator-cued colors. Side holes for 
window installations. Optional Solid Brass Ornamental Ends. 
Dealers: Stock up 6-14” BRACKETS—6 Harmonious colors. New Locking de- 
and enjoy easy vice assures rigidity. 


sales and big CONTACT YOUR DISTRIBUTOR OR WRITE DIRECT TO 


Tagg Standand-Keil 


Hardware Mfg. Co. Inc. 
2581 Atlantic Ave., Brooklyn 7, New York 


SHSCHHOSHOSHSSSLOSSEL GEO CeESEESEES 





Circle No. 34 on Handy Cover Card 





additional steps to identify 
and protect all Brooks-Scanlon 
lumber that comes to you 


THE “PANEL” THAT COMES through rigid, quality controls. 
AT A PICKUP PRICE! For unfaltering service, 


straight and mixed cars—Ponderosa 


FORD Econoline Van Pine, Douglas Fir, White Fir— 


the name is 


Ford’s new Econoline Van costs at least $310 less* than 
leading conventional ¥-ton panels and gives you much 

more! More loadspace! A big 204 cubic feet means up to RB P Oo Oo K S - S CA N LO N 
80 cubic feet more space than conventional panels. More 
loading ease! Door openings, both curbside and rear, are BEND, OREGON 
a full four feet wide, and the floor is level full length with no 
rear engine hump to hinder loading. More driving ease! 
Nearly three feet shorter, Ford’s Econoline is nimble in 
traffic. More savings! In a 16,000-mile year, savings on 
gas, oil, tires and license can amount to $100 or more. See 
your Ford Dealer for full details. 


*Based on a comparison of latest available manufacturers’ suggested retail prices 


FORD TRUCKS COST LESS 


See your Ford Dealer’s ‘‘Certified Economy Book” for proof 
Circle No. 35 on Handy Cover Card 
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Millions in research— 
spent for you 


Manufacturers of widely advertised, brand name building products are spend- 
ing millions of dollars to find new ways of building better for less. What they 
have learned is offered to you—without charge—in their products and product 
promotions. These manufacturers know that profits can only come from prog- 
ress—your progress as well as theirs. That’s why it pays you—in dollars and 


cents—to team up with brand name building products. 





CONFIDENCE 


MEMBER OF 


BRAND, 
NAMES 


FOUNDATION, INC 


SATISFACTION 








Brand Names Foundation, Inc. 


437 Fifth Avenue, New York 16, N.Y, 
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THE EIGHTH ANNUAL NRLDA 
BUILDING MATERIALS EXPOSITION 


is the FOR THE MONEY! 


This Exposition will show you how to 
turn new ideas—new techniques—into profits. 


eeeeeeeed “PRODUCTS IN ACTION” 


Glittering exhibits — ‘spectaculars’ — will tower above the showroom 
floor displaying products in exciting new dimensions. Every exhibit 
will be designed expressly for the building materials dealers, and 


manufacturers will present a wide variety of brilliant displays. Mater- 
ials handling exhibits will ‘come to life’ during PRODUCTS IN ACTION 
demonstrations. 


“IDEAS IN ACTION” 


© GETTING AROUND THE CASH AND CARRY QUESTION 

© SALESMANSHIP — AN OLD FASHIONED SALES REVIVAL 
AND HERE ARE @ EMPLOYEE DEVELOPMENT 

© SHOULD DEALERS BUY OR MANUFACTURE COMPONENTS? 

© PROFIT PARADE — BIG MONEY IN HOME IMPROVEMENT 


@ SHELL HOMES... AMERICA’S FASTEST EXPANDING 
MARKET 
FOR THE SHOW @ MATERIALS MOVEMENT FOR SMALL VOLUME DEALERS 


@ ACCOUNTING AND COSTING OF MATERIALS HANDLING 


rbud a special program by the Lumber Dealers Research Council 


will present new facts about component construction techniques. 


ATTENTION EXTRA ATTRACTION: POST EXPOSITION FIELD TRIP — Superior 


MANUFACTURERS 


For exhibit space information and display techniques, and a ‘one stop 
Call, write or wire NRLDA, dealership in a shopping center will be seen 
302 Ring Building, on this guided tour. Wednesday, November 


Washington, D. C. ae oes ee 
FEderal 8-3770 9:00 0 / 


materials handling methods, merchandising 


Roy G. Leitch, Jr. 
Dealer Attendance Chairman 
NRLDA Building Materials Exposition 
302 Ring Building 
Y, 7: = Washington 6, D. C. 


Y, 


———— oa) _ , - Q . 
Th hl STI DIN Please send me a convenient registration form for the Eighth 
NNUA NR LD PIA Annual NRLDA Building Materials Exposition. 


a@iil. 


XPOSITION 


CHICAGO NOV, 4-7196E  ““"“ 


NEW McCORMICK PLACE EXHIBIT HALL= City State 
SUPPPPYTNTETTTTTTTT TTT TTT TTT TTT TTT 


Name 


us 
TETITITITITITiiiii iii iiss iiiig 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum eharge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 


59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 





Wanted: 
Sales Manager 
For Growing National Manufacturer 


The man we're looking for must have previ- 
ous sales management experience, supervis- 
ing traveling men calling upon retailers. He 
must have ability to motivate and lead a 
dynamic sales force. He’s about 40, married, 
and has the usual personal characteristics re- 
gee for work of this nature. 

he man we select will have direct charge 
of the field force, will help set and execute 
company sales policy and will recommend 
and execute our advertising program. 


Address Box R-40 Building Materials Mer- 
chandiser 





LUMBER SALESMAN 


50 years of lumber experience plus top mill 
connections and trained home office support, 
available to lumber salesmen with an es- 
tablished following among retail lumber and 
industrial trade in any of the following 
areas 


Minneavolis—St. Paul 
Omaha—Lincoln 
Des Moines 
Central and Southern Missouri 
Joilet—Waukegan 
Madison and Southern Wisconsin 
Northeastern Wisconsin 
Michigan 
Sioux City 
Look into this. Your reply will be confiden- 
tial. Write Box R-38 Building Materials Mer- 
chandiser 





Retail Manager wanted who has had experi- 
ence where there is business and competi- 
tion. Salary and bonus. Good deal for right 
man 

Paul Dixon, Sac City, Iowa 





Man for retail lumber yard in Cedar Rap- 
ids, Iowa. Must be experienced in selling, 
drawing plans and estimating all types 
of building. For interview write—ECONOMY 
LUMBER COMPANY, 408 First St. S.E., 
Cedar Rapids, Iowa 
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SALES REPRESENTATIVE 
WANTED 








DO YOU HAVE EXPERIENCE 
CALLING ON LUMBER YARDS? 


Crestline, rapidly erpanding mfgr. of na- 
tionally known quality wood windows, needs 
experienced representatives immediately to 
sell direct to building supply dealers. Ex- 
cellent salary and future with one of the 
nation’s top names in wood windows. Bonus 
incentive. Protected territories. Full time, 
Car furnished. Excellent production capacity 
and warehousing in Wisconsin and Indiana 
plants, with fast delivery. Top quality wood 
windows competitively priced, with many 
advantages over conventionally distributed 
products. If sincerely interested, send back- 
ground to Gene Driscoll, Crestline, 100 
Thomas Street, Wausau, Wisconsin. 





Manufacturers’ representatives wanted for 
nationally accepted, firmly established metal 
gusset trussed rafter system. Excellent op- 
portunity, with cooperative, reliable compa- 
ny. Complete system including jigs, plates, 
delivery equipment, no charge engineering, 
and sales services. For further information 
contact Box R-41 Building Materials Mer- 
chandiser. 





MANUFACTURER'S 
REPRESENTATIVE AVAILABLE 





Established agency, 15 years, needs one ad- 
ditional line for Iowa, Nebraska, Missouri, 
Kansas and Illinois, excepting Cook Co. Con- 
tact Jeff Priesmeyer & Co., 837 E. Essex, 
Glendale 22, Mo. 





LUMBER FOR SALE 





2x2’s—2x3’s—2x6’s—8’ and 10’ Spruce, White 
Pine and Douglas Fir. Make reasonable offer. 
Interstate Saw Mills, Cimarron, New Mexico. 





BUSINESS OPPORTUNITY 





Investment house seeks contact with multiple 
yard company desirous of disposing of their 
entire holdings for estate settlement pur- 
poses or other reasons. Completely confi- 
dential, all inquiries answered. Write Arthur 
A. Hood, Marketing Consultant, c/o Building 
Materials Merchandiser. 





BUSINESS FOR SALE 








FOR SALE: Michigan Lumber Yard, pre- 
fabricating plant, office storage, all modern 
equipment, 24,000 sq. ft. with railroad sid- 
ing; now prefabricating homes and summer 
homes, covering state of Michigan, also 
excellent retail business. Can be purchased 
with or without inventory. This is not a run- 
down business but a company with excellent 
reputation. For further details, write Box 
R-30 Building Materials Merchandiser. 





Building material business in Virginia. 
Ample warehouse and yard space. About 
fifteen thousand will cover stock. Will sell 
or lease land and building. Address R-39 
Building Materials Merchandiser. 





For Sale: Retail Lumber yard, Danbury, 
Conn. Vicinity. Price $75,000 including 
trucks, equipment and inventory of 20 to 
$25,000. Goodfellow & Ashmore, Danbury, 
Conn, 





Lumber and Builder Supply Yard, well es- 
tablished, good reputation in Northeast Ohio. 
Over 4% acres, more than 28,000 sq. feet 
under roof. Large modern office and display 
room. Mill and equipment. Trucks. Ideal 
Cash & Carry operation. Spur into yard. Ad- 
dress Box R-42 Building Materials Merchan- 
diser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





CHAIN LINK FENCE. Direct from factory 
to you. Wires, posts, rails, fittings. Will ship 
wire or any accessory separately. Write con- 
cerning dealership in your area. Ship any- 
where. Contact: TE 3-7587, B. W. Kemp, 
944 Main St., Beaumont, Tex. 





Green Fir Prices Sag 

PORTLAND, OrE.—Green fir lum- 
ber prices dropped in early August 
about $3 a thousand bd.ft. at north- 
west mills. Random-length 2x4’s were 
selling for about $61 per M, down 
from $64. Price of this key grade 
lumber has fallen from $70 in early 
April after a rise from $62 in March. 
At $70 it was at the highest level 
since August, 1959. 

Producers and wholesalers say de- 
mand for lumber for home building 
is lagging and “movement out of the 
retail yards is slow.” Heavy ship- 
ments from Canadian mills are also 
blamed for part of the price weak- 
ness. 

Lumber wholesalers predict further 
price softening and feel many mills 
will shut down if prices drop a few 
dollars lower. This may lower pro- 
duction enough to cause some price 
increases. 


Guide Measures Materials 
Handling Efficiency 

Seven efficiency cost ratios for 
materials handling are presented in 
a guide to enable managers to rec- 
ognize problem areas. 

Each ratio is accompanied by a 
formula which permits lumber and 
building materials deaiers and other 
managers to calculate materials han- 
dling performance. Average and mini- 
mum acceptable standards are set. 
Work sheets are provided where nec- 
essary. A simplified checklist shows 
where savings can be achieved. 

Other subjects include materials 
handling labor ratio; direct labor 
handling loss ratio; movement-opera- 
tion ratio; storage space utilization; 
equipment utilization; and aisle space 
potential determination. One descrip- 
tion shows how work output was 
increased 100% through improved 
communications between supervisor 
and fork lift truck operators. Infor- 
mation from Yale Materials Handling 
Div., Yale & Towne Manufacturing 
Co., Dept. BMM, 11,000 Roosevelt 
Blvd., Philadelphia 15. 


5 Year Guarantee 

CLEVELAND— Gibson-Homans Co. 
has announced a five year guarantee 
for its “handi-gard” aluminum asphalt 
roof coatings and colored aluminum 
roof and sidewall coatings. 
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WOOD PROMOTERS—Clark Gittings, right, heads the Denver nonprofit organization, 


W.O.O.D. Inc., 


which is devoted to the promotion of wood products. Other officers, 


from left, are: John H. Stark, first vice president; O. K. Stookesberry, treasurer and 


Donald B. Richardson, secretary. 


Denver Group Promotes Wood 


DENVER 
os wood promotion to be 
year-round job, three years ago 


metropolitan Denver Jumber and 


building materials dealers and whole- 


salers organized the nonprofit 
W.O.O.D. Inc. Since then the organi- 
zation has been active in educating the 
public on the virtues of wood. 

“Wood promotion is a necessity in 
Denver where brick is widely used in 
construction,” explained G. C. Sulli- 
van, vice president, University Park 
Lumber Co. and a W.0.0.D. member. 
“Every area dealer benefits from this 
promotion.” 

W.O.O.D. president Clark Gittings 
said his young organization has 
“closed the gap of needed activity” by 
interesting architects, school boards, 
lending agencies, realtors, contractors 
and the public in the use of wood. As 
the formulation of an idea by Norman 
Reece, National Lumber Manufactur- 
ers Assn. technical representative, 
W.O.O.D. has worked with the Moun- 
tain States Lumber Dealers Assn. and 
the local Chamber of Commerce in 
boosting lumber. 

In addition, the group has actively 
assisted the Denver chapter of Interna- 
tional Concatenated Order of Hoo- 
Hoo in sponsoring National Forest 
Products Week throughout Colorado. 
As an example of that activity, Univer- 
sity Park Lumber Co. erected a log 
cabin in its yard to publicize the 
NFPW last year. (The Forest Products 
Week this year is October 15-21.) 

Leader. Several lumbermen’s groups 
in other cities became aware of 
W.O.O.D. and asked for information 
on its promotions. An organization 
called the Lumber Jacs was formed in 
Pittsburgh to carry on the same work. 
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Similar groups are being organized in 
Cleveland, St. Louis, Albuquerque, 
Dallas and Honolulu. 

Goal. Nearly half of all Denver 
area retail lumber merchants support 
W.O.0.D. and more than _ three- 
fourths of the wholesalers have joined 
the group. Its goal is to increase sales 
of lumber by disseminating informa- 
tion on new products, sales methods 
and improved building techniques. 

“Our promotion of wood and wood 
products is an ever-increasing pro- 
gram,” commented L. E. Sims, sales 
manager, Morrison-Merrill & Co. 
“However, W.0.0.D. must get more 
support from dealers and wholesalers. 
Getting competitive people to unite in 
a common cause is difficult.” 

As another wholesaler pointed out, 
local lumbermen “did a lousy job” 
promoting wood until W.0.0.D was 
organized Now the _ organization 
maintains a display room and library 
promoting wood open to the public. 
It was noted that since the group was 
founded three years ago several archi- 
tects who preferred steel for framing 
have been converted to lumber. 

Accomplishments. Here are some 
things the organization has done. 

1. Held a 3-day forum on new 
wood products and sales aids. 

2. Tried to give area dealers a thor- 
ough knowledge of lumber and grade 
markings and made this information 
available to all. 

3. Promoted NFPW as a specially 
informative effort to push wood and 
wood products. 

[Milwaukee has joined Denver in 
wood promotion. A Wood Products 
Council was formed last month, with 
Jerry Callner, vice president of Capitol 
Lumber, Milwaukee, as president.] 
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ADVERTISERS’ INDEX 





Acme Quality Paints, Inc. 
Allied Chemical Corp., 
Barrett Division ... 
American Telephone & Te le grap oh ‘Co 
Armstrong Cork Co. .. 


Barclay Mfg. Co., Inc. 
Barrett Division, 
Allied Chemical Corp. 
Bradley-Southern Div., 
Potlatch Forests, Inc. . : 
Brand Names Foundation, Inc 
Brooks-Scanlon 
Bruce Co., E. L. 


Carborundum Co., 
Clary Corporation 
Colorado Fuel and Iron 
Corp., The—W-1, W-2, W-3, W-4 
Opposite 


DAP, Inc. . 
Delta Power Tool Div., 

Rockwell Mfg. Co. 
DeWalt, Inc., Sub. of Black & Decker 
Douglas Fir Plywood Assn Baaen 
Durham Co., Donald 


Feather-lite Mfg. Co. 
Ford Div. of Ford Motor Co. 


Georgia-Pacific .. 
Griffin Manufacturing Co. 


Hager & Sons Hinge Mfg. Co., 
Kentile, Inc. 
Libbey*Owens:Ford Glass Co 


Marlite Div. of Masonite Corp 
Minnesota Mining and Mfg. Co 
Monitor Equipment Corp 


National Cash Register Co., The 
National Gypsum Co an 
National Retail Lumber Dealers Assn 


Olympic Truss Plate Corp 


Pickering Lumber Corp 
Pittsburgh Plate Glass Co 
Potlatch Forests, Inc., 
Bradley-Southern Div. . 
Pyramid Truss Plate Corp 


Red Devil Tools ...... 
Ruberoid Co., The . 


Southern Pine Assn. ..... 
Spencer Kellogg and Sons, Inc 
Standard-Keil Hardware Mfg Co., Ine 


Tarter, Webster & Johnson, Inc 
Warp Brothers ... 


Western Pine Assn. 
Wilson Homes, Inc. 





Ceramic Tile Standard 

WASHINGTON—Standard types, 
sizes, shapes and grades of ceramic 
floor and wall tile are described in a 
new revised industry standard just is- 
sued by the Commerce Dept. Included 
are details on flat, mosaic and quarry 
tile and matching trim shapes. 

A feature of simplified practice 
recommendation R61-61 is a system 
of grade-marking each shipping pack- 
age with blue or yellow grade seals. 
Master grade certificates for each en- 
tire shipment may also be furnished. 

Ceramic Tile for Floors and Walls 
may be purchased for 10¢ from the 
Superintendent of Documents, Govern 
ment Printing Office, Washington 25, 
Bee. 


Insulation Name Change 

CHICAGO—A new brand name has 
been given to United States Gypsum 
Company’s insulating wool line. For- 
merly Red Top insulating wool, the 
thermal insulation mineral fiber is 
now named Thermafiber 





EVERYTHING'S COMING UP PROFIT 
WITH NEW BARCLAY PLANK! 


Here’s how you can profit from America’s hottest-selling 
Melamine-coated wall panel. Profit because Barclay Plank 
boasts the fine built-in beauty sought by all craftsmen, yet costs 
much less than expensive laminates. Profit because it covers 
any kind of wall...new or old! Profit because it’s easy to install; 
saves labor costs. Profit because it comes in two 

styles: 44” tongue-and-groove and 4%” butt edge. 

With Barclay Plank it’s profit all the way! Call 

your distributor today for samples and selling aids. 

BARCLAY MANUFACTURING CO., INC. (AN AFFILIATE OF BARCLITE 


CORP. OF AMERICA) DEPT, BM-9-PK BARCLAY BLDG., NEW YORK 51, N. Y. 
Circle No. 39 on Handy Cover Card 





Hardware. Store Business 





New Literature 
Time-Saving Card—See Back Cover 


Niteair Attic Fans. A colorful, new 12-page catalog is 
especially planned to help your customers to select the correct 
size Niteair attic fans for their homes. An installation sequence 
is fully shown along with detailed descriptions and photographs 
of Niteair attic fan accessories. The Lau Blower Co. 

Circle No. 221 on Handy Cover Card 

Tuff-Kote Products. Maintenance problems you can cure 
with Tuff-Kote Products are fully shown in a new 16-page, two- 
color catalog. How Tuff-Kote cures cracks, seals joints, water- 
proofs, stops paint peeling, protects surfaces and resurfaces 
eroded areas is detailed via liberal use of photographs and full 
descriptions. Tuff-Kote Co. 

Circle No. 222 on Handy Cover Card 

Aluminum Railings. A fully illustrated, step-by-step instruc- 
tion folder for installing adjustable Easyfit Aluminum Railings 
completes the manufacturer’s promotion package. The simple 
directions plus fully adjustable parts enable a do-it-yourselfer 
to do his own aluminum railing job in a short time with a 
minimum number of tools. Locke Manufacturing Co. 

Circle No. 223 on Handy Cover CArd 


Bermico Fibre Pipe. A new reference guide, entitled “Proof 
Book,” gives actual performance data taken from past installa- 
tions of Bermico. It also provides case histories which illustrate 
the fibre pipe’s varied and long range application in carrying 
sewage and low-pressure liquids underground. Bermico Div. 

Circle No. 224 on Handy Cover Card 


“Brushes by Baker” is the title of a new 16-page, illustrated 
brush catalog. It includes all over-the-counter and master 
painter lines manufactured by Baker. One illustrated section 
depicts typical displays that help to make brush selling easier, 
more profitable for dealers. Baker Brush Co. 

Circle No. 225 on Handy Cover Card 
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Write, today, for complete information 
on Wagner steel, wood, aluminum and 
fiberglass garage doors. Ask for catalog 
*S” AL61 


WAGNER MANUFACTURING CO. 
Cedar Falls, lowa 


e NEW 
DESIGN 

e NEW | 
LOW PRICES 


@ Visit Booth 46 at The N.A.H.B. Exhibition 
Circle No. 32 on Handy Cover Card 
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¢ Superior Quality 


sev comcast in FLOOR TILE 


SRE ESE PESISTANT » Fi] AME-ASTAOOENT 


HARDEST-SELLING 
FLOOR TILE DISPLAYS 


IN THE BUSINESS! 


Each tile sample is full size, 9” x 9”. Customers get a better idea of how finished 


floor will look, match colors easier . . . sell themselves! R u =] E R Oo i Dd 


Each sample mounted on hardboard . . . virtually indestructible and pilfer-proof. 

Ruggedly made, these displays last and last. Sample changes keep them up to date! 

Just two displays — Polymerite* & Vinyl-Asbestos—cover most dealers’ tile business. FLOOR TILE 
Each display only 30” wide x 53” high. Requires 24” depth at base. 

Cost: $15.00 each. Call your Ruberoid representative for further details. — *1w—rar. reno 


The RUBEROID Co., 
733 Third Ave., New York 17, N.Y. 


Circle No. 40 on Handy Cover Card 
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253 254 2 
266 267 2 
279 280 2 
292 293 2 
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318 319 3 
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World's L 
PIONEERS IN PLASTIC WINDOV\ 


express their gratitude 
to the 50,000 Reliable 
Dealers and all Leading 
Wholesalers for the buying 
confidence they have placed in 






fF 
Get your Share of Extra Sales 
egg: vo Extra Profits | yop quaun 





with our Early Order PROM 

SPECIAL 

save 5%) has been 

Until Oct. 1, 1961 for : 

If-dispensing floor 
| ao Merchandiser ; We hope that you v 
ee oe Popular the opportun 
wages : Flex-O-Glass, Fl 
| Storm Window Kit bee 

— over 20,000,000 sold — 


wets ass Chicago 51, Illinois 
“ Cirele No. 41 on Handy Cover Card 


2rs and 


IOW MATERIALS 





ALITY - RIGHT PRICES 
ROMPT SERVICE 


2en OUR POLICY 
or 37 years 


at you will continue to give Warp Bros. 
opportunity to fill your needs for 
Glass, Floor Runners, Coverall Film, 


Food Wrap for another 37 years. 
WARP BROS. 


inois . Pioneers in Plastics Since 1924 


